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PTO Form 1930 (Rev 8/2007)

OMB No. 0651-0050 (Exp. 4/30/2008)

Request for Reconsideration after Final Action

The table below presents the data as entered.

Input Field Entered
SERIAL NUMBER 77512564
LAW OFFICE ASSIGNED LAW OFFICE 115
MARK SECTION (no change)
ARGUMENT((S)

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

TRADEMARK EXAMINING OPERATION

IN RE APPLICATION OF: CONSUMER INTENTIONS AND ACTIONS
APPLICANT: Prosper Business Development Corporation
SERIAL NO.: 77/512564

CLASS NO.: IC 035

FILING DATE: July 1, 2008

Law Office: 115

Examining Attorney: Howard B. Levine

REQUEST FOR RECONSIDERATION AND RESPONSE TO OFFICE ACTION AND
REQUEST TO SUSPEND FINAL REFUSAL

This filing is in response to an Office Action on the above referenced trademark application
wherein the Examining Attorney made a final refusal to register the mark based on the following:

DESCRIPTIVENESS

The examining attorney refuses registration on the Principal Register because the proposed
mark merely describes the services. While the applicant maintains that the services offered go well
beyond merely referencing the nature of the survey and other services described, applicant further
states that the mark has acquired distinctiveness in the past five years which qualifies it for
registration.

Section 2(f) of the Lanham Act provides that “nothing in this chapter shall prevent the
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registration of a mark used by the applicant which has become distinctive of the applicant’s
goods in commerce.” It further provides that the “Director may accept as prima facie evidence that the
mark has become distinctive, as used on or in connection with the applicant’s goods in commerce,
proof of substantially exclusive and continuous use thereof as a mark by the applicant in commerce
for the five years before the date on which the claim of distinctiveness is made.” 15 U.S.C. §1052(f).

“There are three basic types of evidence that may be used to establish acquired distinctiveness
under §2(f): (1) A claim of ownership of one or more prior registrations on the Principal Register of
the same mark for goods or services that are the same as or related to those named in the pending
application; (2) A statement verified by the applicant that the mark has become distinctive of the
applicant’s goods or services by reason of substantially exclusive use in commerce by the applicant
for the five years before the date when the claim of distinctiveness is made; (3) Actual evidence of
acquired distinctiveness.” TMEP § 1212. Thus, § 2(f) “is a provision under which an applicant has a
chance to prove that he is entitled to federal trademark registration which would otherwise be
refused.” Yamaha Int’l Corp. v. Hoshino Gakki Co. Ltd., 840 F.2d 1572, 1580 (Fed. Cir. 1988).
Applicant has attached both a statement of distinctivness and evidence of acquired distinctiveness.

The mark has been used since October 17, 2001. Since that time, recognition of the mark has
become widespread throughout the nation and it has garnered accolades and award for its excellence,
usefulness and effectiveness. See the references below and the attachments to this response for a
sampling of the recognition accorded this mark.

e In-Store Marketing Institute, a global organization of brand marketers, retailers and
manufacturers focused on improving retail marketing strategy worldwide, which provides
information, research and training to its members, featured a research article on Sporting
Goods Purchases based on the September 2008 results from BIGresearch’s[1] Consumer
Intentions & Actions Survey on its webpage at www.instoremarketer.org/channel/specialty-
other dated June 16, 2009.

e Badoett’s Coffee Journal , a personal blog on coffee, reported May 29, 2009 on an article
published on Marketwire regarding McDonald’s coffee sales using an analysis of the results of
the Consumer Intentions and Actions Survey. See www.aboutcoffee.net/index.html .

e  Mindbranch which publishes Industry Market Research Reports and Business Analysis listed
numerous Consumer Intentions and Actions rating reports on its website at
www.mindbranch.com in June 2009.

e Drapery & Window Coverings, the magazine for Interior Fashian Professionals, reviewed the
April 2009 BlGresearch Executive Briefing, “specifically its Consumer Intentions and Actions
Survey” for purposes of advising its members that home improvement purchase may increase.
See www.dwconline.com/editors_blog.php?id=53.

e National Retail Federation at its site on www.facebook.com posted an article featuring the
Consumer Intentions and Actions Survey Video Briefing June 4, 2009 for the benefit of its
Facebook readers. See www.facebook.com/pages/National-Retail-Federation/63502908343.

o  NewsBlaze, LLC featured an article on Walmart and Walgreens comparative growth based on
results from the Consumer Intentions and Actions Survey. See www.newsblaze.com.

e National Retail Federation featured in its monthly video bricfing in May, 2009, the Consumer
Intentions & Actions Survey.

e TWICE, the leading magazine for the consumer electronics industry, cited the Consumer
Intentions and Actions Survey in its article March 12, 2009 at
www.twice.com/article/CA6643928.htm] on competition between Wal-Mart and Best Buy.
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e Jennifer March who writes a blog for www .hometextilestoday.com predicted sales outcomes
for various domestics retailers based on data from the Consumer Intentions and Actions
Survey.

e BNET Industries, a CBS Interactive site, related several articles on the Consumer Intentions
and Actions Survey in 2008.

o Restaurants & Institutions , a publication for the retail food industry, published a column on
its website on April 10, 2008 on the effect of consumer confidence on foodservice operators
and cited to Consumer Intentions and Actions Survey results.

e Reuters featured an article July 24, 2008 on Target’s status and strategy in the new economy
and referenced data in support of the article taken from Consumer Intentions and Actions
survey. See www.reuters.com/article/reutersEdge/idUSN2426815220080724

e The French senjorscopie.com referenced the Consumer Intentions and Actions survey in its
article August 21, 2007 regarding the “baby boomers.” See www.seniorscopie.com/articles.

e Marketwire, Inc., the leading newswire service, released a story on the baby boomers’ impact
on the U.S. economy July 17,2007 which reported on the partnership between Boomer
Project and Consumer Intentions and Actions Survey.
www.boomerproject.com/images/consumer_confidence June 07.jpg or
www.marketwire.com/press-release/Boomer-Project-751792 html.

e MediaPost, an on-line publishing resource for advertising professionals, featured a blog by
Jack Loechner on “Women Tightening Purse Strings” on June 26, 2007 and reported various
related results from the June 2007 Consumer Intentions and Actions Survey. Mediapost.com
declares itself the Center for Media Research. www.mediapost.com/publications/?
fa=Articles.showArticle&art_aid=62874

e Radio Sales Today, the sales and marketing arm for the radio industry, featured a program
from the Radio Advertising Bureau referencing results of the May 2007 Consumer Intentions
and Actions Survey in its web article of May 15,2007. See
www.rab.com/public/rst/rst_new/rstarticle.cfm?id=1210&type=article2.

e Jaye Albright’s Breakfast Blog of January 4, 2007, which presents “radio programming ideas
for personalities and programmers” featured an article on December 2006 results from the
Consumer Intentions and Actions survey reflecting consumer confidence and spending
intentions.

e Travel Industry Wire featured an article March 9, 2006 on the decline of consumer confidence
and cited Consumer Intentions and Actions Survey. www.travelindustrywire.comy/trends-
category-Financial.html.

e MrWeb Itd. , a daily news and jobs service for market research professionals, hosted an
article on October 17, 2006 on consumer confidence citing the Consumer Intentions and
Actions Survey. www.mrweb.com/dmo/news6038.htm

e Internet Retailer, a magazine dedicated to providing “strategies for web-based retailing”
reported August 13, 2007 on BlGresearch opening an office in New York City and its intent to
provide its product, Consumer Intentions and Actions Survey to the New York area.

e  WT/Direct, a website sponsored by Wilmington Trust, in a web article of June 27, 2007,
relied upon the June results of the Consumer Intentions and Actions Survey to report to its
members on the health of consumer spending and saving. See
www.wtdirect.com/wtdirect/index jsp?fileid=1183402579511.

o Fox News ran a story about spending for Halloween in 2007 using the results of the
Consumer Intentions and Actions survey for Halloween.
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e TWICE reported June 8, 2007 on consumer cutbacks in major appliance spending citing to
Consumer Intentions and Actions Survey results. See
www.twice.com/article/CA6450507. htm1?q=gas+prices.

e  DBurrus Research, Inc. utilizes the Consumer Intentions and Actions Survey in its business of
providing data to its clients on market intelligence. See www.consumerintentions.com.

e CNN/Money featured a story September 1, 2004 on Wal-Mart and Target that utilized results
from the June 2004 Consumer Intentions and Actions Survey.
http://money.cnn.com/2004/08/27/news/fortune500/best_worstshops/index.htm.

e MediaPost Blogs reflected on August 18, 2007 upon consumer confident based on results of
the August 2002 Consumer Intentions and Actions Survey.

« The Houston Business Jounal ran an article on the negative impact the economy had on
Valentine's Day spending after reviewing results from the Consumer Intentions and
Actions Valentine's Day survey.

o The Mercury News recently featured an article on consumer spending for the Fourth of July
based on results of the Consumer Intentions and Actions Survey.

o Cargonews Asia reported this month on the container shipping outlook based on the
Consumer Intentions and Actions survey results for back-to-school in 2009.

« The Business Journal reported on the economy's impact on back to school spending utilizing
the recent Consumer Intentions and Actions survey results.

o The Herald Tribune publised a report on the economic recovery also using teh 2009 back to
school survey results.

o www.forbes.com published an article also reviewing back to school spending,

See also:

e STORES Magazine: What Drives Your Customers Crazy?:
bigresearch.com/samples/coverstory.pdf

e BIG Regression Models - Block Oct 05:
bigresearch.com/samples/BIGresearchRegressionModels.pdf

Additionally, BlGresearch through its Consumer Intentions & Actions Survey was engaged by the
National Retail Foundation and American Express to survey consumers for purposes of determining
the 2008 retailer with the best customer service.

Numerous business entities subscribe to the monthly Consumer Actions and Survey Results and
have done so since 2002. See affidavit of Phil Rist and subscription agreements attached.

This non-exhaustive list demonstrates that the marketing and media industries, the people that
know the marketing and retail industry best, recognize the Consumer Intentions & Actions Survey for
its accurate and dependable surveys of consumer confidence, spending and saving intention, etc.

The mark is performing the essential function of a trademark — exclusively indentifying the
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commercial source and origin of the services being provided. The above citations demonstrate that
consumers in this marketplace, that being market research, exclusively associate Consumer Intentions
and Actions with the survey, analysis and global provision of information and data for purposes of
studying consumer attitudes, perceptions, habits, etc. provided by BlGresearch, LL.C and Prosper
Business Development Corporation. They associate these terms with the source and not the subject
matter and characteristics of the services. All results under a Google search of Consumer Intentions
and Actions relate to BlGresearch, LLC’s and/or Prosper Business Development Corporation‘s use of
this mark. There are no other indications that this mark is used for any other purpose or by any other
entity. See attached webpage of Google search results.

Consumer Intentions and Actions identifies a source rather than merely describing a character as
suggested by the Examiner. Moreover, as can be seen by the above sources, Consumer Intentions and
Actions is not limited to surveys but also to the analysis and provision of information and data
regarding consumer attitudes, perceptions and habits.

Also attached hereto is the Affidavit of Philip Rist, Executive Vice President of Prosper averring
that the mark Consumer Intentions and Actions has been in continuous use for the past five years and
as early as October 17, 2001 with regard to the services described in its application for registration.
The above references also demonstrate a continuous national public use of this mark since 2002.

Applicant respectfully requests that the mark Consumer Intentions and Actions be published and
submitted for registration on the Principle Register.

[1] BiGresearch is a registered trademark of Prosper Business Development Corporation, Reg. Nos. 3554120 and
3414226, BlGresearch, LLC is an affiliated company and uses the proposed mark under licensee of Prosper Business
Development Corporation. See Affidavit of Philip Rist, attached.

EVIDENCE SECTION
EVIDENCE FILE NAME(S)
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044 001/evi 706117810-
195353402 . Amex_Choice_Awards.pdf
ggg‘&%fg” WTICRS\EXPORTAIMAGEOQUTA\775\125\77512564\xml1
(1 page) \RFR0002.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044 002/evi_706117810-
195353402 . Article Northwest_Univ.pdf
gg%f” WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1
02 pgery \RFR0003.JPG
pages)
WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1
\RFR0004.JPG
W\TICRS\EXPORTZAIMAGEOQUT7\775\125\77512564\xml1
\RFR0005.JPG
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WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0006.JPG

WTICRS\EXPORTAIMAGEOUT7AA775\125\77512564\xml 1
\RFR0007.JPG

WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFRO0008.JPG

WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0009.JPG

WTICRS\EXPORTAIMAGEQUT7\775\12577512564\xml1
\RFR0010.JPG

WTICRS\EXPORTAIMAGEOUT7\775\125'77512564\xml1
\RFRO011.JPG

WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0012.JPG

WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0013.JPG '

WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1
\RFR0014.JPG

http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

e 77512564-044_003/evi_706117810-
195353402 . Articles_-_Stores.pdf

gg%‘gg’ WTICRS\EXPORTAIMAGEOUT7\775\12577512564\xm11

4 pages) \RFR0015.JPG
\TICRS\EXPORTAIMAGEOQUTA\775\125\77512564\xml1
\RFR0016.JPG
WTICRS\EXPORTAIMAGEOQUT7A775\125\77512564\xml1
\RFR0017.JPG
\TICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1
\RFR0018.JPG

ORIGINAL http:/tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF VILE 77512564-044_004/evi_706117810-195353402_._BIG-
CIA-Discover Financial_Services.pdf

ggg’fmfg” \TICRS\EXPORTZAIMAGEOUT7A775\125\77512564\xml1

® \RFR0019.JPG

(1 page) SRS SRS LR

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_005/evi_706117810-195353402_._BIG-
CIA-General Mills.pdf

CONVERTED
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PDF FILE(S) WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
(3 pages) \RFR0020.JPG
\TICRS\EXPORTAIMAGEQUT7\775\125\77512564\xmi1
\RFR0021.JPG
WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1
\RFR0022.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044_006/evi_706117810-195353402_._BIG-
CIA-PepsiCo.pdf
ggFN}’HEf;fg)D \WTICRS\EXPORTAIMAGEOUTZ\775\125\77512564\xml1
(1 page) \RFR0023.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDE FILE 77512564-044_007/evi_706117810-195353402_._BIG-
CIA-Harte-Hanks.pdf
gg%’gg” \TICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
1 page) \RFR0024.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044_008/evi_706117810-
195353402_. BNET.pdf
ggg;g;g” WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1
G pages) \RFR0025.JPG
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0026.JPG
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0027.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044_009/evi_706117810-
195353402_. Burrus.pdf
‘P}gg}mngfs‘ﬂ)l’ WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1
(1 page) \RFR0028.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044_010/evi_706117810-
195353402_. Business_Journal.pdf
I‘fgg}’ﬁgg’ \TICRS\EXPORTZAIMAGEOQUT7\775\125\77512564\xml1
(1 page) \RFR0029.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044 011/evi_1-706117810-
195353402 . Business_Journal.pdf
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OF FILE(S) \TICRS\EXPORTZAIMAGEOUT7\775\125\77512564\xmi1

1 page) \RFR0030.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_012/evi_706117810-
195353402 _._CargoNews.pdf

ggb{“;ﬁf;” WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1

@ pages) \RFR0031.JPG
WTICRS\EXPORTAIMAGEOUTA775\125\77512564\xml1
\RFR0032.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF VILE 77512564-044 013/evi_706117810-195353402_._CIA-
GoogleNews.pdf

ggg‘gﬁﬁg’ WTICRS\EXPORTAIMAGEQUTZ\775\125\77512560\xm!1

(D pages) \RFR0033.JPG
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0034.JPG
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0035.JPG
WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1
\RFR0036.JPG
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0037.JPG
WTICRS\EXPORTAIMAGEQUTZ\775\125\77512564\xml1
\RFR0038.JPG
WTICRS\EXPORTNAIMAGEQUT7\775\125\77512564\xmi1
\RFR0039.JPG
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0040.JPG
\TICRS\EXPORTZAIMAGEQUT7\775\125\77512564\xml1
\RFR0041.JPG
WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1
\RFR0042.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044 014/evi_706117810-195353402_._CIA-
RistAffidavit.pdf

SS%ELI;TD WTICRS\EXPORTAIMAGEOQUT\775\125\77512564\xml1

oagesy \RFR0043.JPG
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WTICRS\EXPORTNIMAGEOUT7\775\125\77512564\xml1
\RFR0044.JPG

WTICRS\EXPORTAIMAGEQUT7AA775\125\77512564\xml1
\RFR0045.JPG

WTICRS\EXPORTAIMAGEOQUTA775\125\77512564\xml1
\RFR0046.JPG

http://tgate/PDF/RFR/2009/07/21/20090721201425 543630-

i 775123564-044 015/evi_706117810-
195353402 . CNNMoney.pdf

gg%‘g;g" WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xmi1

G pages) \RFR0047.JPG
WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xmi1
\RFR0048.JPG
WTICRS\EXPORTAIMAGEOQUTA\775\125\77512564\xml1
\RFR0049.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044 016/evi_706117810-
195353402 . Coffee_News.pdf

gggﬁg" WTICRS\EXPORTZAIMAGEOUT7\775\125\77512564\xml1

(1 page) \RFR0050.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044 017/cvi_706117810-
195353402 . Draperies_and_Windows.pdf

ggg}’ﬁg” WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xmi1
\RFR0051.JPG

(1 page) AR LA

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDE FILE 77512564-044_018/evi_706117810-
195353402 . Forbes.pdf

l‘;‘g%%fg” WTICRS\EXPORTAIMAGEOQOUTT7\775\125\77512564\xml1

(5 pages) \RFR0052.JPG

WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1
\RFR0053.JPG

WTICRS\EXPORTAIMAGEQUT7A\775\125\77512564\xmi1
\RFR0054.JPG

WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1
\RFR0055.JPG

WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xmi1
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\RFR0056.JPG

ORIGINAL htp://tgate/PDF/RFR/2009/07/21/20090721201425543630-

POF FILE 77512564-044_019/evi_706117810-
195353402 . Fox_News.pdf

SORFILES) WTICRS\EXPORTZAIMAGEOQUTT\775\125\77512564\xmi1

@ pages) \RFR0057.JPG
WTICRS\EXPORTZAIMAGEQUT7\775\125\77512564\xml1
\RFR0058.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044 020/evi_706117810-
195353402 . Google Search_Results.pdf

ggg}’ﬁfg’ WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1

G pages) \RFR0059.JPG
WTICRS\EXPORTT\IMAGEOUT7\775\125'77512564\xml1
\RFR0060.JPG
WTICRS\EXPORT7ZAIMAGEQUTZ\775\125\77512564\xml1
\RFR0061.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_021/evi_706117810-
195353402 . Herald Tribune.pdf

ggggggl’ WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1

@ pages) \RFR0062.JPG
\TICRS\EXPORT7AIMAGEOUT7A\775\125\77512564\xml1
\RFR0063.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044 022/evi 706117810-
195353402 _. Home_Textiles.pdf

ggb{“}mmlgg)” WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1

( \RFR0064.JPG

(1 page) A A e =

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_023/evi_706117810-
195353402 . _Houston_Business_Joumal.pdf

gggggfg’ \TICRS\EXPORTTAIMAGEOQUT7\775\125\77512564\xmi1

(1 page) \RFR0065.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_024/evi_706117810-195353402_._In-

Store Mtkg web.pdf
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ggg";ﬁgg’ WTICRS\EXPORTAIMAGEQUT7A775\125\77512564\xml1
s \RFR0066.JPG
pages) S e S
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0067.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PO WILE 77512564-044_025/evi_706117810-
195353402 . Internet Retailer.pdf
ggm%ff)l) WTICRS\EXPORTTAIMAGEQUTAA775\125\77512564\xml1
@ pages) \RFR0068.JPG
WTICRS\EXPORTAIMAGEQUTT\775\125\77512564\xml1
\RFR0069.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044 026/cvi_706117810-
195353402 . Jay Albright.pdf
ggg}”&%’fg’ WTICRS\EXPORTZAIMAGEQUT7\775\125\77512564\xml1
1 page) \RFR0070.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044_027/evi_706117810-
195353402_. Marketwire.pdf
ggg}’ﬁg” WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
@ pages) \RFR0071.JPG
WTICRS\EXPORTAIMAGEQUTZ\775\125\77512564\xml1
\RFR0072.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044 028/evi 706117810-
195353402 . mediapost.pdf
ggg;fﬁfp WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1
) \RFR0073.JPG
(1 page) e
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044 029/evi_706117810-
195353402 . MediaPostBlogs.pdf
gg%fg” WTICRS\EXPORTAIMAGEQUT7\775\125177512564\xmi1
@ pages) \RFR0074.JPG
WTICRS\EXPORTIMAGEQUTT\775\125\77512564\xml1
\RFR0075.JPG
ORIGINAL hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE

77512564-044 030/evi_706117810-
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195353402 . Mercury News.pdf

I‘fg%lg’ WTICRS\EXPORTAIMAGEQUTA775\125\77512564\xml1

( page) \RFR0076.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_031/evi_706117810-
195353402 . Mindbranch.pdf

I‘}g%ELI;fSE)D WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1

5 pages) \RFR0077.JPG
WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xmi1
\RFR0078.JPG
WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1
\RFR0079.JPG
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
\RFR0080.JPG
WTICRS\EXPORTAIMAGEQUT7\775\125\77512564\xml1
\RFR0081.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_032/evi_706117810-
195353402 . Mr Web.pdf

ggg‘;EILIE‘SE)D WTICRS\EXPORTAIMAGEQUT7A\775\125\77512564\xml1

(1 page) \RFR0082.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044 033/evi_706117810-
195353402 . NewsBlaze.pdf

gg%‘;g” WTICRS\EXPORTZAIMAGEQUT7\775\125\77512564\xml1

@ pages) \RFR0083.JPG
WTICRS\EXPORTTIMAGEQUT7\775\125'77512564\xml1
\RFR0084.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_034/evi_706117810-195353402_._NRF.pdf

ggg}’EILIfETED WTICRS\EXPORTTNMAGEOUT\775\12577512564\xm]1

® \RFR0085.JPG

(1 page) AR SR

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_035/evi_706117810-
195353402 . NRF Facebook pdf
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml11

CONVERTED

PDF FILEGS) \RFR0086.JPG
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(2 pages)
WTICRS\EXPORTZAIMAGEQUT7\775\125\77512564\xml1
\RFR0087.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_036/evi_706117810-
195353402 . radiosales.pdf

IC,]‘))FN;’,IELI]‘%D WTICRS\EXPORTAIMAGEQUTT\775\125\77512564\xml1

@ pages) \RFR0088.JPG
WTICRS\EXPORTTAIMAGEQUT7\775\125\77512564\xml1
\RFR0089.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_037/evi_706117810-
195353402 . Restaurant_Inst.pdf

ggg;ﬁgl’ WTICRS\EXPORTAIMAGEOUTZ\775\125\77512564\xml1

(1 page) \RFR0090.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_038/evi_706117810-
195353402_. Reuters.pdf

ggm‘;fg’ WTICRS\EXPORTAIMAGEQUT\775\125\77512564\xml1

@ pages) \RFR0091.JPG
WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xm11
\RFR0092.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_039/evi_1-706117810-
195353402 . Reuters.pdf

SR WTICRS\EXPORTTIMAGEOUT7\775\125\77512564\xml 1

@ pages) \RFR0093.JPG
WTICRS\EXPORTTAIMAGEOQUT\775\125\77512564\xml1
\RFR0094.JPG

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044_040/evi_706117810-
195353402 . Seniorscopic.pdf

ggg}"—‘i‘ggl’ WTICRS\EXPORTAIMAGEOUT7A775\125177512564\xml1

®) \RFR0095_JPG

(1 page) SRS

ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-

PDF FILE 77512564-044 041/evi 706117810~
195353402 _. Travel_Industry.pdf
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§3§‘¥§f§f£" WTICRS\EXPORTTAIMAGEQUT7\775\125\77512564\xml1
\RFR0096.JPG
(1 page) e
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDE FILE 77512564-044_042/evi_706117810-
195353402 . Twice.pdf
1‘}85?&‘;%” WTICRS\EXPORTTAIMAGEQUT7\775\125\77512564\xml1
1 page) \RFR0097.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044 043/cvi_706117810-
195353402 . Twice_Walmart.pdf
ggg&‘gg" WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
1 page) \RFR0098.JPG
ORIGINAL http://tgate/PDF/RFR/2009/07/21/20090721201425543630-
PDF FILE 77512564-044_044/evi_706117810-
195353402_. WT_Direct.pdf
ggg;{}gfg” WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml1
3 pages) \RFR0099.JPG

WTICRS\EXPORTAIMAGEOQUT7\775\125\77512564\xml1
\RFR0100.JPG

WTICRS\EXPORTAIMAGEOUT7\775\125\77512564\xml 1
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DESCRIPTION OF EVIDENCE FILE

Webpages, articles featuring mark, Google search results,
affidavit of Philip Rist
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SIGNATORY'S POSITION Attorney
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CONCURRENT APPEAL NOTICE FILED | YES
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e35d61bafd-N/A-N/A-200907
21195353402818

PTO Form 1830 (Rev 9/2007)
OMB No. 0651-0050 (Exp. 4/30/2009)

Request for Reconsideration after Final Action

To the Commissioner for Trademarks:
Application serial no. 77512564 has been amended as follows:

ARGUMENT(S)
In response to the substantive refusal(s), please note the following:

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
TRADEMARK EXAMINING OPERATION

IN RE APPLICATION OF: CONSUMER INTENTIONS AND ACTIONS
APPLICANT: Prosper Business Development Corporation
SERIAL NO.: 77/512564

CLASS NO.: IC 035

FILING DATE: July 1, 2008

Law Office: 115

Examining Attorney: Howard B. Levine

REQUEST FOR RECONSIDERATION AND RESPONSE TO OFFICE ACTION AND
REQUEST TO SUSPEND FINAL REFUSAL

This filing is in response to an Office Action on the above referenced trademark application
wherein the Examining Attorney made a final refusal to register the mark based on the following:

DESCRIPTIVENESS

The examining attorney refuses registration on the Principal Register because the proposed mark
merely describes the services. While the applicant maintains that the services offered go well beyond
merely referencing the nature of the survey and other services described, applicant further states that the
mark has acquired distinctiveness in the past five years which qualifies it for registration.

Section 2(f) of the Lanham Act provides that “nothing in this chapter shall prevent the
registration of a mark used by the applicant which has become distinctive of the applicant’s goods in
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commerce.” It further provides that the “Director may accept as prima facie evidence that the
mark has become distinctive, as used on or in connection with the applicant’s goods in commerce, proof
of substantially exclusive and continuous use thereof as a mark by the applicant in commerce for the
five years before the date on which the claim of distinctiveness is made.” 15 U.S.C. §1052(f).

“There are three basic types of evidence that may be used to establish acquired distinctiveness
under §2(f): (1) A claim of ownership of one or more prior registrations on the Principal Register of the
same mark for goods or services that are the same as or related to those named in the pending
application; (2) A statement verified by the applicant that the mark has become distinctive of the
applicant’s goods or services by reason of substantially exclusive use in commerce by the applicant for
the five years before the date when the claim of distinctiveness is made; (3) Actual evidence of acquired
distinctiveness.” TMEP § 1212. Thus, § 2(f) “is a provision under which an applicant has a chance to
prove that he is entitled to federal trademark registration which would otherwise be refused.” Yamaha
Int’l Corp. v. Hoshino Gakki Co. Ltd., 840 F.2d 1572, 1580 (Fed. Cir. 1988). Applicant has attached
both a statement of distinctivness and evidence of acquired distinctiveness.

The mark has been used since October 17, 2001. Since that time, recognition of the mark has
become widespread throughout the nation and it has garnered accolades and award for its excellence,
usefulness and effectiveness. See the references below and the attachments to this response for a
sampling of the recognition accorded this mark.

o In-Store Marketing Institute, a global organization of brand marketers, retailers and
manufacturers focused on improving retail marketing strategy worldwide, which provides
information, research and training to its members, featured a research article on Sporting Goods
Purchases based on the September 2008 results from BlGrescarch’s[1] Consumer Intentions &
Actions Survey on its webpage at www.instoremarketer.org/channel/specialty-other dated June
16, 2009.

e Badgett’s Coffee Journal , a personal blog on coffee, reported May 29, 2009 on an article
published on Marketwire regarding McDonald’s coffee sales using an analysis of the results of
the Consumer Intentions and Actions Survey. See www.aboutcoffee.net/index.html .

e Mindbranch which publishes Industry Market Research Reports and Business Analysis listed
numerous Consumer Intentions and Actions rating reports on its website at
www.mindbranch.com in June 2009.

e Draperv & Window Coverings, the magazine for Interior Fashian Professionals, reviewed the
April 2009 BlGresearch Executive Briefing, “specifically its Consumer Intentions and Actions
Survey” for purposes of advising its members that home improvement purchase may increase.
See www.dwconline.com/editors_blog.php?id=53.

e National Retail Federation at its site on www.facebook.com posted an article featuring the
Consumer Intentions and Actions Survey Video Briefing June 4, 2009 for the benefit of its
Facebook readers. See www.facebook.com/pages/National-Retail-Federation/63502908343.

e NewsBlaze, LLC featured an article on Walmart and Walgreens comparative growth based on
results from the Consumer Intentions and Actions Survey. See www.newsblaze.com.

e National Retail Federation featured in its monthly video bricfing in May, 2009, the Consumer
Intentions & Actions Survey.

e TWICE, the leading magazine for the consumer electronics industry, cited the Consumer

Intentions and Actions Survey in its article March 12, 2009 at

www.twice.com/article/CA6643928 htm! on competition between Wal-Mart and Best Buy.

Jennifer March who writes a blog for www.hometextilestoday.com predicted sales outcomes for
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various domestics retailers based on data from the Consumer Intentions and Actions Survey.

e BNET Industries, a CBS Interactive site, related several articles on the Consumer Intentions and

Actions Survey in 2008.

Restaurants & Institutions , a publication for the retail food industry, published a column on its
website on April 10, 2008 on the effect of consumer confidence on foodservice operators and
cited to Consumer Intentions and Actions Survey results.

e Reuters featured an article July 24, 2008 on Target’s status and strategy in the new economy and
referenced data in support of the article taken from Consumer Intentions and Actions survey.
See www.reuters.com/article/reutersEdge/idUSN2426815220080724

e The French seniorscopie.com referenced the Consumer Intentions and Actions survey in its
article August 21, 2007 regarding the “baby boomers.” See www.seniorscopie.com/articles.

e  Marketwire, Inc., the leading newswire service, released a story on the baby boomers’ impact on
the U.S. economy July 17,2007 which reported on the partnership between Boomer Project and
Consumer Intentions and Actions Survey.
www.boomerproject.com/images/consumer_confidence_June 07.jpg or
www.marketwire.com/press-release/Boomer-Project-751792.html.

e MediaPost, an on-line publishing resource for advertising professionals, featured a blog by Jack
Loechner on “Women Tightening Purse Strings” on June 26, 2007 and reported various related
results from the June 2007 Consumer Intentions and Actions Survey. Mediapost.com declares
itself the Center for Media Research. www.mediapost.com/publications/?
fa=Articles.showArticle&art_2id=62874

e Radio Sales Today, the sales and marketing arm for the radio industry, featured a program from
the Radio Advertising Bureau referencing results of the May 2007 Consumer Intentions and
Actions Survey in its web article of May 15,2007. See
www.rab.com/public/rst/rst_new/rstarticle.cfm?id=1210&type=article2.

o Jaye Albright’s Breakfast Blog of January 4, 2007, which presents “radio programming ideas
for personalities and programmers” featured an article on December 2006 results from the
Consumer Intentions and Actions survey reflecting consumer confidence and spending
intentions.

e Travel Industry Wire featured an article March 9, 2006 on the decline of consumer confidence
and cited Consumer Intentions and Actions Survey. www.travelindustrywire.com/trends-
category-Financial.html.

e MrWeb Ltd., a daily news and jobs service for market research professionals, hosted an article
on October 17, 2006 on consumer confidence citing the Consumer Intentions and Actions
Survey. www.mrweb.com/dmo/news6038.htm

o Internet Retailer, a magazine dedicated to providing “strategies for web-based retailing”
reported August 13, 2007 on BlGresearch opening an office in New York City and its intent to
provide its product, Consumer Intentions and Actions Survey to the New York area.

e  WT/Direct, a website sponsored by Wilmington Trust, in a web article of June 27, 2007, relied
upon the June results of the Consumer Intentions and Actions Survey to report to its members on
the health of consumer spending and saving. See www.wtdirect.com/wtdirect/index jsp?
fileid=1183402579511.

o Fox News ran a story about spending for Halloween in 2007 using the results of the Consumer
Intentions and Actions survey for Halloween.

e  TWICE reported June 8, 2007 on consumer cutbacks in major appliance spending citing to
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Consumer Intentions and Actions Survey results. See www.twice.com/article/CA6450507.html?
g=gas+prices.

e  Burrus Research, Inc. utilizes the Consumer Intentions and Actions Survey in its business of
providing data to its clients on market intelligence. See www.consumerintentions. com.

e CNN/Money featured a story September 1, 2004 on Wal-Mart and Target that utilized results
from the June 2004 Consumer Intentions and Actions Survey.
http://money.cnn.com/2004/08/27/news/fortune 500/best_worstshops/ index.htm.

o MediaPost Blogs reflected on August 18, 2007 upon consumer confident based on results of
the August 2002 Consumer Intentions and Actions Survey.

« The Houston Business Journal ran an article on the negative impact the economy had on
Valentine's Day spending after reviewing results from the Consumer Intentions and
Actions Valentine's Day survey.

o The Mercury News recently featured an article on consumer spending for the Fourth of July
based on results of the Consumer Intentions and Actions Survey.

o Cargonews Asia reported this month on the container shipping outlook based on the Consumer
Intentions and Actions survey results for back-to-school in 2009.

o The Business Journal reported on the economy's impact on back to school spending utilizing
the recent Consumer Intentions and Actions survey results.

o The Herald Tribune publised a report on the economic recovery also using teh 2009 back to
school survey results.

o www.forbes.com published an article also reviewing back to school spending.

See also:

e STORES Magazine: What Drives Your Customers Crazy?:
bigresearch.com/samples/coverstory.pdf

o  BIG Regression Models - Block Oct 05:
bigresearch.com/samples/BIGresearchRegressionModels.pdf

Additionally, BIGresearch through its Consumer Intentions & Actions Survey was engaged by the
National Retail Foundation and American Express to survey consumers for purposes of determining the
2008 retailer with the best customer service.

Numerous business entities subscribe to the monthly Consumer Actions and Survey Results and
have done so since 2002. See affidavit of Phil Rist and subscription agreements attached.

This non-exhaustive list demonstrates that the marketing and media industries, the people that know
the marketing and retail industry best, recognize the Consumer Intentions & Actions Survey for its
accurate and dependable surveys of consumer confidence, spending and saving intention, etc.

The mark is performing the essential function of a trademark — exclusively indentifying the
commercial source and origin of the services being provided. The above citations demonstrate that
consumers in this marketplace, that being market research, exclusively associate Consumer Intentions
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and Actions with the survey, analysis and global provision of information and data for purposes of
studying consumer attitudes, perceptions, habits, etc. provided by BlGresearch, LLC and Prosper
Business Development Corporation. They associate these terms with the source and not the subject
matter and characteristics of the services. All results under a Google search of Consumer Intentions and
Actions relate to BlGresearch, LLC’s and/or Prosper Business Development Corporation’s use of this
mark. There are no other indications that this mark is used for any other purpose or by any other entity.
See attached webpage of Google search results.

Consumer Intentions and Actions identifies a source rather than merely describing a character as
suggested by the Examiner. Moreover, as can be seen by the above sources, Consumer Intentions and
Actions is not limited to surveys but also to the analysis and provision of information and data regarding
consumer attitudes, perceptions and habits.

Also attached hereto is the Affidavit of Philip Rist, Executive Vice President of Prosper averring that
the mark Consumer Intentions and Actions has been in continuous use for the past five years and as
carly as October 17, 2001 with regard to the services described in its application for registration. The
above references also demonstrate a continuous national public use of this mark since 2002.

Applicant respectfully requests that the mark Consumer Intentions and Actions be published and
submitted for registration on the Principle Register.

[1] BlGresearch is a registered trademark of Prosper Business Development Corporation, Reg. Nos. 3554120 and 3414226.
BlGresearch, LLC is an affiliated company and uses the proposed mark under licensee of Prosper Business Development
Corporation. See Affidavit of Philip Rist, attached.

EVIDENCE

Evidence in the nature of Webpages, articles featuring mark, Google search results, affidavit of Philip
Rist has been attached.

Original PDF file: :
http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 001/evi_706117810-
195353402 . Amex_Choice_Awards.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201425543630—775 12564-044 _002/evi_706117810-
195353402 . Article Northwest_Univ.pdf

Converted PDF file(s) (12 pages)

Evidence-1

Evidence-2

Evidence-3

Evidence-4

Evidence-5

Evidence-6

Evidence-7

Evidence-8

Evidence-9

Evidence-10

Evidence-11
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Evidence-12

Original PDF file:
http://igate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_003/evi_706117810-
195353402 . Articles -_Stores.pdf

Converted PDF file(s) (4 pages)

Evidence-1

Evidence-2

Evidence-3

Evidence-4

Original PDF file:
http://tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_004/evi_7061178 10-
195353402 . BIG-CIA-Discover_Financial_Services.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:
hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_005/evi_706117810-
195353402 . BIG-CIA-General_Mills.pdf

Converted PDF file(s) (3 pages)

Evidence-1

Evidence-2

Ewvidence-3

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 006/evi_706117810-
195353402 . BIG-CIA-PepsiCo.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

http://gate/PDF/RFR/2009/07/21/20090721201425543630-775125 64-044 007/evi_706117810-
195353402 . BIG-CIA-Harte-Hanks.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775125 64-044_008/evi_706117810-
195353402 . BNET.pdf

Converted PDF file(s) (3 pages)

Evidence-1

Evidence-2

Evidence-3

Original PDF file:

hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 009/evi_706117810-
195353402 . Burrus.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 010/evi_706117810-
195353402 _. Business_Journal.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:
http:/Agate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_01 1/evi_1-706117810-
195353402 . Business_Journal.pdf
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Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:
http://tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_012/evi_706117810-
195353402 . CargoNews.pdf

Converted PDF file(s) (2 pages)

Evidence-1

Eviderice-2

Original PDF file:
http://tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_013/evi_706117810-
195353402 . CIA-GoogleNews.pdf

Converted PDF file(s) (10 pages)

Evidence-1

Evidence-2

Evidence-3

Evidence-4

Evidence-5

Evidence-6

Evidence-7

Evidence-8

Evidence-9

Evidence-10

Original PDF file:
http://tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_014/evi_706117810-
195353402 . CIA-RistAffidavit.pdf

Converted PDF file(s) (4 pages)

Evidence-1

Evidence-2

Evidence-3

Evidence-4

Original PDF file:
http://tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_015/evi_706117810-
195353402 . CNNMoney.pdf

Converted PDF file(s) (3 pages)

Evidence-1

Evidence-2

Evidence-3

Original PDF file:
hitp:/tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_016/evi_706117810-
195353402 . Coffee News.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:
http:/tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_017/evi_706117810-
195353402 . Draperies_and Windows.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:
http:/Atgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_018/evi_706117810-
195353402 . Forbes.pdf

Converted PDF file(s) (5 pages)

file:/A\ticrs-ais-01\ticrsexport\HtmI To TiffInput\RFR00012009_07_23_09_38 59 TTABO.. 7/23/2009
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Evidence-1

Evidence-2

Evidence-3

Evidence-4

Evidence-5

Original PDF file:
hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-77512564-044_01 9/evi_706117810-
195353402 . Fox News.pdf

Converted PDF file(s) (2 pages)

Evidence-1

Evidence-2

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775125 64-044 020/evi_T706117810-
195353402 . Google_Search_Results.pdf

Converted PDF file(s) (3 pages)

Evidence-1

Evidence-2

Evidence-3

Original PDF file:

hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 021/evi_706117810-
195353402 . Herald Tribune.pdf

Converted PDF file(s) (2 pages)

Evidence-1

Evidence-2

Original PDF file:

hitp:/tgate/PDF/RFR/2009/07/21/20090721201425543630-775125 64-044 022/evi_706117810-
195353402 . Home Textiles.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775125 64-044_023/evi_706117810-
195353402 . Houston Business_Journal.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

http://gate/PDF/RFR/2009/07/21/20090721201 425543630-77512564-044 024/evi_706117810-
195353402 . In-Store_Mtkg_web.pdf

Converted PDF file(s) (2 pages)

Evidence-1

Evidence-2

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721 201425543630-77512564-044 025/evi_706117810-
195353402 . Intemnet Retailer.pdf

Converted PDF file(s) (2 pages)

Evidence-1

Evidence-2

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 026/evi_706117810-
195353402 . Jay Albright.pdf

Converted PDF file(s) (1 page)

Evidence-1

file://\ticrs-ais-01\ticrsexport\ HtmI To TiffInput\RFR00012009_07_23_09_38_59_TTARBO... 7/23/2009
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Original PDF file:
http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 027/evi_706117810-
195353402 . Marketwire.pdf
Converted PDF file(s) (2 pages)
Evidence-1
Evidence-2
Original PDF file:
hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 028/evi_706117810-
195353402 . mediapost.pdf
Converted PDF file(s) (1 page)
Evidence-1
Original PDF file:
http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 029/evi_706117810-
195353402 . MediaPostBlogs.pdf
Converted PDF file(s) (2 pages)
Evidence-1
Evidence-2
Original PDF file:
hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 030/evi_706117810-
195353402 . Mercury News.pdf
Converted PDF file(s) (1 page)
Evidence-1
Original PDF file:
hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 031/evi_706117810-
195353402 . Mindbranch.pdf
Converted PDF file(s) (5 pages)
Evidence-1
Evidence-2
Evidence-3
Evidence-4
Evidence-5
Original PDF file:
hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 032/evi_706117810-
195353402 . Mr_Web.pdf
Converted PDF file(s) (1 page)
Evidence-1
Original PDF file:
hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 033/evi_706117810-
195353402 . NewsBlaze.pdf
Converted PDF file(s) (2 pages)
Evidence-1
Evidence-2
Original PDF file:
http://tgate/PDF/RFR/2009/07/21/20090721201 425543630-77512564-044 034/evi_706117810-
195353402 _. NRF.pdf
Converted PDF file(s) (1 page)
Evidence-1
Original PDF file:
hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 035/evi_706117810-
195353402 . NRF_Facebook.pdf
Converted PDF file(s) (2 pages)
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Evidence-1

Evidence-2

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 036/evi_706117810-
195353402 . radiosales.pdf

Converted PDF file(s) (2 pages)

Evidence-1

Evidence-2

Original PDF file:

hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 037/evi_706117810-
195353402 . Restaurant_Inst.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

hitp://igate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 038/evi_706117810-
195353402_. Reuters.pdf

Converted PDF file(s) (2 pages)

Evidence-1

Evidence-2

Original PDF file:

hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 039/evi_1-706117810-
195353402 . Reuters.pdf

Converted PDF file(s) (2 pages)

Evidence-1

Evidence-2

Original PDF file:

hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 040/evi_706117810-
195353402 . Seniorscopie.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

hitp://tgate/PDF/RFR/2009/07/21/20090721201425543630-775 12564-044 041/evi_706117810-
195353402 . Travel_Industry.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201 425543630-77512564-044 042/cvi_706117810-
195353402 . Twice.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

hitp://tgate/PDF/RFR/2009/07/21/20090721201 425543630-77512564-044_043/evi_706117810-
195353402 . Twice Walmart.pdf

Converted PDF file(s) (1 page)

Evidence-1

Original PDF file:

http://tgate/PDF/RFR/2009/07/21/20090721201 425543630-77512564-044 044/evi_706117810-
195353402 . WT Direct.pdf

Converted PDF file(s) (3 pages)

Evidence-1

Evidence-2
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Evidence-3

SIGNATURE(S)

Request for Reconsideration Signature
Signature: /Maribeth Deavers/  Date: 07/21/2009
Signatory's Name: Maribeth Deavers

Signatory's Position: Attomey

The signatory has confirmed that he/she is an attorney who is a member in good standing of the bar of
the highest court of a U.S. state, which includes the District of Columbia, Puerto Rico, and other federal
territories and possessions; and he/she is currently the applicant's attorney or an associate thereof’, and to
the best of his/her knowledge, if prior to his/her appointment another U.S. attomey or a Canadian
attorney/agent not currently associated with his/her company/firm previously represented the applicant
in this matter: (1) the applicant has filed or is concurrently filing a signed revocation of or substitute
power of attorney with the USPTO; (2) the USPTO has granted the request of the prior representative to
withdraw; (3) the applicant has filed a power of attorney appointing him/her in this matter; or (4) the
applicant's appointed U.S. attorney or Canadian attorney/agent has filed a power of attorney appointing
him/her as an associate attorney in this matter.

The applicant is filing a Notice of Appeal in conjunction with this Request for Reconsideration.

Serial Number: 77512564

Internet Transmission Date: Tue Jul 21 20:14:25 EDT 2009
TEAS Stamp: USPTO/RFR-70.61.178.10-20090721201425543
630-77512564-430f57a4fd9a7f77e14878e35d6
1bafd-N/A-N/A-20090721195353402818
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Frequently Asked Questions

Who is BIGresearch?

BiGresearch is a consumer market intelligence firm that provides unique consumer insights that are gathered
online utilizing very large sample sizes. For almost eight years, BIGresearch’s syndicated Consumer intentions &
Actions survey has monitored the pulse of more than 8,000 consumers each month... empowering clients with
unique insights for identifying opportunities in a fragmented and changing marketplace.

How/When was this survey conducted?

The NRF Foundation/American Express 2008 Customer Choice survey was conducted by BiGresearch as a subset
of the September 2008€pmsumerintentionsS-Aatigns.suruey, The online survey was conducted via email with
8,167 consumers (aged 18 and older] participating across the United States. Participants were polled from
September 2-9, 2008. The survey has a margin of error of +/-1.0%.

How were survey respondents able to “vote” for the retailer providing the best customer service?

Survey participants answered the following open-ended and unprompted question: “Thinking of all the different
retail formats (store, catalog, internet, or home shapping), which retailer delivers the best customer service?”

How was the final list of retailers determined for the Customers’ Choice survey?

Survey results were coded by hand based on the input from respondents. Retailers with 10 or more mentions
made the list of “Nominees.”

a7 L
What methodology was employed to calculate the rankings for the Glistomers’ Choice survey?

In order to develop a fair comparison, regardless of a retailer's size or geographic coverage, the consumer survey
responses were compared to each retailer’s 2007 revenues to develop the overall rankings.

Annual sales for the nominees were gathered from the best available public sources {NRF, Public Filings,
Retuilers’ Websites, Hoover’s, etc.)

The Nominee % Share was divided by the Revenue % Share and then multiplied by 100 to create an Index.
The Index was used to create the rankings.
Were these results reviewed by a third party?

Yes. The survey data and the process for selecting the winners were reviewed by Professor Martin P. Block,
Ph.D., of Northwestern University.

Were respondents able to explain “why” they voted for a particular retailer for the best customer service?

Yes. Survey participants were posed the write-in question: “Please tell us more about how this retailer delivers
excellent customer service.” Results to this question are available by request to the relevant retailer on a case by
case basis.
)
N
BlGtesearzh
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BIGresearch CONFIDENTIAL & PROPRIETARY Information

Correlation of Forward Looking Consumer Data from BlGresearch’s
Consumer Intentions & Actions Survey (CIA) to
National Government Supplied Category
Aggregate Sales Statistics

NORTHWESTERMN
CNIVERSITY

October 2005
Prepared by Professor Martin Block, Ph.D.

BIGresearch CIA data correlates reasonably well with national government supplied
category aggregate sales statistics on a monthly basis. These regressions used 28 months
of data running through mid-2005. The strongest association is for new car sales the CIA
data leads the sales statistic by about 3 months. For the restaurant category the lead is 30
days. For grocery stores the CIA data leads by 1 month.

Automobiles (New Car Dealers)

Lead 3 Months
R=.949

3

CIA
2 N'An\
1 - >
0 3 = ‘\ I' “' ,"‘
1 ‘L

Government )
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BIGresearch

Restaurants
Lead 30 Days
R=.938

Government

-3
Grocery Stores
Lead 1 Month
R=.466
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Martin P. Block

Martin Block is a Professor in the Integrated Marketing Communications Division of the
Medill School at Northwestern University. He teaches graduate level marketing
research, sales promotion, advertising, and direct marketing courses. Joining the faculty
in 1985, he was Director of the Graduate Advertising Division within Medill until 1991.
He served again between 2001 and 2002.

Martin was a Professor and Chairperson of the Department of Advertising at Michigan
State University before making the move to Northwestem. He was also dually appointed
as a Professor of Telecommunications. During this time, he was a founder and principal
of ELRA which specialized in doing consulting and research for the cable television
industry. ELRA prepared several dozen winning cable franchise proposals across the
country. Prior to that, he worked as Senior Market Analyst in Corporate Planning at the
Goodyear Tire and Rubber Company.

Martin is co-author of Analyzing Sales Promotion, which is now in its second edition
(Dartnell, 1994), as well as co-author of Business-to-Business Market Research (South-
West, 2005), in its second edition. His chapter "Marketing Communications
Engineering" in Interactive Marketing, published in 1996 by the American Marketing
Association and NTC Business Books, is the first to discuss self-organizing neural
networks in the context of databases and message management. He is also co-author
of Cable Advertising: New Ways to New Business (Prentice-Hall, 1987). He has
published extensively in academic research joumals, trade publications and has written
several other book chapters. He has been the principal investigator on several Federally
funded research projects and has served as a consultant to the Federal Trade
Commission (FTC). He was featured on the NOVA program "We Know Where You
Live." He provided testimony to the United States Senate.

Martin has done consulting for among others Allstate, American Association of
Advertising Agencies, Ameritech, Amoco, Audit Bureau of Circulation, Circuit City,
Citibank, Dell,

General Mills, Hewlett Packard, IBM, Ideastream, Kraft Foods, Maurices, Miller Brewing,
3M, National Association of Realtors, Newark InOne, Newell Rubbermaid, Nokia, Oasis
Markets, Visa International and Yum Brands.

Martin received his B.A., M.A., and Ph.D. from Michigan State.

© 2005 BiGresearch Not for Distribution
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Conference Board high correlation to BiGresearch’s
Consumer Confidence Questions
Source: Freidman Billings & Ramsey

3 R3S

BlGresearch Clients Kne n 9.14 That C;nsumerA Confidence Dropped
(14 days in Advance of the Conference Board)

10 b BiGresearch -9/14/05
With the devastation of Hurricane Katrina and
b P R P S Pt /A\,grj/\gm—'” 10 nationwide gas prices reaching new highs,
2 £ T % 2 consumer confidence takes a nosedive in
v 104 A AN ¥ g September...just 33.5% report they are confident/very
2 1 confident in chances for a strong economy, down
5 20 . 5’ almost 11 points from last month and the lowest
i ! H reading since early *03 (right before the U.S. invaded
: ;1 £l iraq).
! 5 0 i ¥
]
\ 40 L 20
! BiGresearch/Conference Board
i & y = 0.8366x + 103.55 Cocrelation
: R} =0.6752
: [<+—BiGResearch Diflsion Index —— The Conderence Board Corsumer Confidenca indx | 120
Source; Friedman Billings Ramsey oo o ® :,;,;»;
. % .
/ hd * * "
9/27/05 NEW YORK - Consumer confidence plummeted . hd %
almost 19 points in September, its biggest drop in 15 ’
years, as Americans worried about the economic fallout of v’
Hurricane Katrina and rising gasoline prices
The Conference Board said its Consumer Confidence 20
Index, compiled from a survey of U.S. households, , . "
dropped 18.9 points to 86.6, from a revised reading of 50 €0 30 2 -10 o 10
105.5. Source: Friedman Billings Ramsey
¥
© 2005, BlGresearch, Al Rights Reserved BiGrese atch |
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Projecting National Apparel Sales 2 Month Lead

Regression Analysis: 2 monRolIClothing versus BR ch SQ, BR femShoes, ...

The regression equa

Predictor Coef SE Coef T p VIF
Constant 10489.8 630.4 0
BR ch SQ -6,778 1.246 0 1.0
BR femShoes ~260.52 60.86 4.5
BR mens interaction -5.370 1.686 4.5
S = 1149.23 R-Sq = 62.8% R-Sq(adj) = 59133
Analysis of Variance
Source DF SS MS F P
Regression 3 71197808 23732603 17.97 0000
Residual Error 32 42263346 1320730
Total 35 113461153
Source DFE Seqg SS
BR ch SQ 1 44908877
BR femShoes 1 12891346
BR mens interaction 1 13397585
Unusual Observations
BR
ch
Obs SO 2 monRollClothing Fit SE Fit Residual St Resid
13 686 7894 7345 759 ’ 549 0.64 X
35 0 15876 12661 325 3215 2.92R

R denotes an observation with a large standardized residual.
X denotes an observation whose X value gives it large influence.

purbin-Watson statistic = 1.46771

Explanation of Variables:

This model is used to predict the 2 month rolling average for clothing totals. So, the first
entry is the average of January’02 and February’02, the second entry is the average of
February’02 and March’02 and so on. This means that the last entry is the average of
December’04 and January’05. The variables used in the model were the all response for
children’s shopping diffusion index squared, the female response for shoes diffusion
index, and the all response for men’s dress diffusion index multiplied with the all
response for men’s casual diffusion index (BR men’s interaction).

© 2005 BIGresearch Not for Distribution
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Projecting National Family Clothing Sales 2 Month Lead

Regression Analysis: 2 monRolIFamily versus BR ch $Q, BR femShoes, ...

Predictor Coef SE Coef ‘T p VIF
Constant 7358.5 709.0 10.38 000

BR ch SQ -3.4250 0.7930 -4.32 gp0 1.2
BR femShoes -109.30 24.32 -4.49 500 2.1
BR femMCas 131.73 38.87  3.39 02 2.2
§ = 677.748 R-Sq = 64.9% R-Sq(adj) = 6€1i6%

Analysis of Variance

Source DF SS MS F 4
Regression 3 27171559 9057186 19.72 0::000
Residual Error 32 14698972 459343

Total 35 41870531

Source DF Seq SS

BR ch SQ 1 17867714

BR femShoes 1 4027499
BR femMCas 1 5276346

Unusual Observations

BR
ch
Obs SO 2 monRollFamily Fit SE Fit Residual St Resid
13 686 3853 3596 439 257 0.50 X
35 0 8616 7009 240 1607 2.54R

R denotes an observation with a large standardized residual.
X denotes an observation whose X value gives it large influence.

Durbin-Watson statistic = 1.37668
Explanation of Variables:

This model is used to predict 2 month rolling family clothing totals. The variables used
in the model were the all response for children’s shopping diffusion index squared, the
female response for shoes diffusion index, and the female response to men’s casual
clothing diffusion index.

© 2005 BIGresearch Not for Distribution
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Projecting National Family Clothing Sales 3 Month Lead

Regression Analysis: 3 monRoliCloth versus BR femCh, BR femShoes, ...

Predictor Coef SE Coef T
Constant 10799.3 434.9 24.83
BR femCh 117.50 14.85 7.91
BR femShoes -221.17 41.81 -5.29

BR mens interaction -4,348 1.160 -3.75
$ = 791.022 R-Sq = 75.5% R-Sq(adj) = 78:52%

Analysis of Variance

Source DF 8S MS F P
Regression 3 61607061 20535687 .32.82 05001
Residual Error 32 20022922 625716

Total 35 81629983

Source DF Seqg SS

BR femCh 1 41715884

BR femShoes 1 11104527

BR mens interaction 1 8786650

Unusual Observations

Obs BR femCh 3 monRollCloth Fit SE Fit Residual St Resid
35 ~13.4 13572 11216 185 2356 3.07R
36 2.0 14803 13032 259 1771 2.37R

R denotes an observation with a large standardized residual.

Durbin-Watson statistic = 1.10985
Explanation of Variables:

This model is used to predict the 3 month rolling average of clothing store totals. The
first entry of this data is the average of January’02, February’02 and March’02, the last
entry is the average of December’04, January’05 and February’05. The variables chosen
here are the female response to children’s clothing, female response to shoes, and the all
response for men’s dress diffusion index multiplied with the all response for men’s casual
diffusion index (BR men’s interaction).

© 2005 BlGresearch Not for Distribution
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Projecting National Men’s Clothing Sales 3 Month Lead

Regression Analysis: 3 monRollMens versus BR Childrens, BR femShoes, ...

Predictor
Constant

BR Childrens

BR femShoes
BRfemMinteraction

S = 66.9487

R-Sg = 70.5%

Coef SE Coef
818.44 47.37
6.626 1.591
-11.054 2.447

-0.23811 0.07070

Analysis of Variance

Source DF
Regression 3
Residual Exror 32
Total 35
Source

BR Childrens
BR femShoes
BRfemMinteraction

S8 MS
343312 114437
143428 4482
486740

DF Seq SS
1 251807,
1 40664
1 50841

Unusual Observations

Obs BR Childrens

8 3.6
34 6.8
36 -10.2

3 monRollMens

T
17.28
4,17
~4.52
-3.37

F
25.53

R-Sq(adj) = §7:B%

Fit SE Fit Residual St Resid
659.0 791.8
1043.0 809.6
958.0 774.3

25.2 -132.8 -2.14R
25.1 133.4 2.15R
16.9 183.7 2.83R

R denotes an observation with a large standardized residual.

Durbin-Watson statistic = 0.853360

Explanation of Variables:
This model is used to predict the 3 month rolling average of men’s clothing totals. The
variables chosen here are the all response for children’s diffusion index, the female
response to shoes diffusion index, and the female response to men’s dress diffusion index
multiplied by the female response to men’s casual diffusion index (BRfemMinteraction).

© 2005 BiGresearch

Not for Distribution
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Projecting National Women’s Clothing Sales 3 Month Lead

Regression Analysis: 3 monRoliWom versus BR Childrens, BR femShoes, ...

Predictor Coef SE Coef T
Constant 3646.2 259.1 14.07
BR Childrens 25,138 3.620 6.94
BR femShoes ~41.072 8.765 -4.69
BR femWDress 39.32 10.47 3.76

S = 178.972 R-8q = 68.2% R-Sg(adj)

Analysis of Variance

Source DF SS MS F
Regression 3 2198561 732854 22.88
Residual Error 32 1024388 32031

Total 35 3223548

Source DF Seq S8

BR Childrens 1 1486306
BR femShoes 1 260027
BR femWDress 1 452228

Unusual Observations

Obs BR Childrens 3 monRollWomens Fit SE Fit Residual St Resid
2 -18.3 2558.7 2791.4 120.7 -232.8 -1.76 X
8 3.6 2501.3 2939.9 63.0 -438.5 -2.62R
35 0.1 3318.0 2929.9 54.0 388.1 2.27R

R denotes an observation with a large standardized residual.

X denotes an observation whose X value gives it large influence.

Durbin-~Watson statistic = 1,15856

Explanation of Variables:

This model is used to predict the 3 month rolling average of women’s clothing totals.

The variables chosen for this model are the all response for children’s diffusion index, the

female response for shoes diffusion index, and the female response for women’s dress
cloths diffusion index.

© 2005 BiGrescarch Not for Distribution
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Projecting National Family Clothing Sales 3 Month Lead

Regression Analysis: 3 monRolIFamily versus BR femCh, BR femShoes, ...

is

Predictor Coef SE Coef T P VIF

Constant 7166.3 504.1 14.21
BR femCh 64.545 9.814 6.58
BR femShoes -94.49 17.13 -5.52
BR femMCas 104,73 27.76 3.77

NN
N O N

S = 481.138 R-Sq = 77.1% R-Sqg(adj) = 75:0%

Analysis of Variance

Source DF SS MS
Regression 3 24971550 8323850
Residual Exror 32 7407790 231493
Total 35 32379341

Source DF Seq SS

BR femCh 1 17916608

BR femShoes 1 3760057

BR femMCas 1 3294885

Unusual Observations

Obs BR femCh 3 monRollFamily Fit SE Fit Residual St Resid
35 -13.4 7186.0 6195.6 191.6 990.4 2.24R
36 2.0 8406.0 6780.9 158.4 1625.1 3.58R

R denotes an observation with a large standardized residual.

Durbin-Watson statistic = 0,830409
Explanation of Variables:

This model is used to predict the 3 month rolling average of family clothing totals. The
variables chosen are the female response to children’s clothing diffusion index, the
female response to shoes diffusion index, and the female response to men’s casual
clothing diffusion index.

© 2005 BlGresearch Not for Distribution
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mteroffice memo

Date:  7/14/2005
To: Phil Rist
From: Lindsey Griffin

RE: BlIGresearch’s consumer confidence survey is correlated with the Dow

To determine if BIGresearch’s data is mathematically predicting consumer trends, I was asked to
complete a regression and correlation analysis on the Dow Jones Industrial Average compared
with the consumer confidence question from BlGresearch’s survey. I have found that
BlGresearch is capable of accurately predicting consumer trends. Beginning with the correlation
analysis, I found that BIGresearch’s data is highly correlated with the Dow. Correlation
indicates the level of linear relationship shared by two sets of data. The highest value for a
correlation score is +1 or -1, this is considered perfect correlation. No cotrelation is represented
by 0. The p-value (or P) is pertinent because it represents the statistical significance, the smaller
the p-value the more statistically significant and the more relevant the information. For this
model, I used two variables: Diffusion Index and the Diffusion Index Squared. The Diffusion
Index is a way to consolidate the responses from the survey, it represents: (“very confident” +
“confident”)-(“low confidence” + “no confidence”)*100. The correlation between the Diffusion’
Index and the Dow is 0.566 and is highly statistically significant. The correlation between the
Diffusion Index Squared and the Dow is -0.722 and is also highly statistically significant. Both
of these readings indicate there is a strong relationship between BIGresearch’s data and the Dow.
The regression analysis with these variables compared with the Dow is below:

The regression equation is

Predictor Coef StDev T
Constant 10226.8 102.8 99.53
BR DI SQ -0.7637 0.1206 -6.33
BR Diffu 15.839 3.986 3.97

S = 530.2 R-8g = 65.2% R-8g(adj) =

Rnalysis of Variance

Source DF S8 MS F _ P
Regression 2 22165194 11082597 39.42
Residual Error 42 11808219 281148

Total 44 33973413

© 2005 BlGresearch Not for Distribution
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This is a very good regression model. The equation to predict the Dow by Diffusion Index
Squared and the Diffusion Index is highlighted at the top of the printout, marked with a (5).

Both variables are highly significant with p-values of 0.000, indicated with a (1) and (2). More
importantly the model itself is highly significant with a p-value of 0.000, marked with a (3).

This means that this model is capable of accurately predicting the Dow from the Diffusion Index
and the Diffusion Index Squared. The R-Sq adj is an indicator of the practical significance of the
model. It designates the percent of the Diffusion Index and Diffusion Index Squared that can
predict the Dow Jones. In this case, the R-Sq adj is very good with 63.6% predictability. So, the
Diffusion Index Squared and the Diffusion Index can accurately predict 63.6% of the Dow Jones
Industrial Average.

This regression model and the correlation analysis mathematically prove that BIGresearch’s
results are highly correlated with consumer trends. This is easily seen in the graphical
representation of the regression model below:

Regression Plot

Y =10226.8 + 15.8394X - 0.763679X*2

R-8q=65.2 %
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vE,BY SUSAN REDA, EXECUTIVE EDITOR

he short answer is:
your employees' L
It turns out the same _

_lm findlng what they need are actually sabotagmg

‘your customer—centnc lnltlatlves. Shoppers relay story after

"story of store associates’ who avoid eye contact, hide in the stock-

re om .for fear of bemg appr ached by shoppers and shrug their shoul-

WHAT BOTHERS SHOPPERS THE MOST And 1f you don t thmk your employees would ever behave

v ] Lo poorly . think again. According to data compiled ex-

. sh°"l“’rs were asked to l”e'gh in clusxvely for STORES by BIGresearch, apathetic, ill-man-

. Won their greatest shopping frus- " pered and poorly-trained sales associates are driving -

. trations. Pricing strategies didn'ttop . shopners out the door and to the competition — where,

. thelist, nor did out-of-stocks or prod- - 4oy Gy they're likely to experience more of the same. -
uct complexity. The single biggest * . The study, which includes more than 7,000 verbatm
source of exasperation is customer - responses, explores shoppers” view of what constitutes . .

. service. .

: -2 poor customer service. Consumers were asked to write in
TOPIC PERCENT+  -thename of the store that they believe provided the worst -

. “service. Then, a follow-up question allowed consumers to
S explam why; we've chosen to ellmmate the names of the re-
Understaffed . ) 21 7 tailers. ;

' "Bad customerservice’ - - " 120. " "I, Analysis of the consumer input was. performed using a propn-

% Rudeemployees - .. .19 . .. etary méthodology for the stdy of open-ended comments that
4. Staffnohelp. . 0 0 49" - -combines natural language processing with advanced. statxstxcal
P A P odelmg "This technology was developed by Science Apphca—
ions International Corp. (SAIC), one of the largest compames 3

et theITservmemdustry

Hires low payhenefits staff. . 9 . - Topping the list-of gripes are employees who “don t know

Storepresentation .- - 2’ don’t care,” cited by 21 percent of those polled. Nearly as -
pensive:: R B ny describe front-line employees as “rude” and accuse re-'
of either understaffing the selling floor or populating the .

ith ‘employees: who don’t know t:he merchandxse and are -

X

Employees don’t know/care 21%

“Store policies - .

L rce STORES MagaznelBlGreseard\
Respondents could choose more than one & responide; >1tes, “Salespeople have no. desue to' help custorners
: nd appear t0 be oocupled ~'Anothe: says, “They never:




. _ - N SHOPPERS

: llSten to what the customer’s saymg Even xf you walk away, 1t’,_ o I SOUND OFF

. doesn’t matter because you’re just a number to. them
" Granted, customers are more cynical than chey were even just : were invited to share their feelings about
a few years back. Tempeérs séem shortm‘, pauence appears thm- + customer service — or the perceived lack thereof. With even
ner and shoppers are quicker to bail on a retailer when’ theyj "' the briefest glance at the following remarks it's painfully obvi-

feel they’ve received poor service. And whether remxl salesas-< ' ous that shoppers are not happy with the way they’re belng

sociates are as bad as the survey suggests doesn’t really?_ © . treated in stores.

matter: The bottom line is that the-colléctive wis- “tt always feels like they are it that you walk out vowing

dom of the cr owd is so OVCK'WhelImnle nega- i3 judging you the minute you never to return, corporate

tive that refusing to pay attention tofeedback . walk in ... if you look as will never know because

on customer service could hastcn 3 Comp&' " though you don’t have their complaint process

TORES/BIGressarch survey participants

ny-wide s stmt m finanmai rehab money, they snub you.” requires an identifying num-
« _ ber from a receipt. | won’t
There’ s just not enough Do they even resiizethey Lo pe mis tre’: cod like

ice; T often just; g1vc upand leave: ‘says one!

shopper. “Their pnces are good But trying -
£O get someone to ANSWET a. quesuon is: llke
a grail search,” grouses another. -

have customers?” - . that”

“| am appalled at their roturn .« some stores it's become
- policy ... . You pay a 15 “ @ game of hide and seek.

Like it or not, perception is reality. If'shoppers L ’r’:zri"; 'e_:"z‘g’;i:f ifyou  sometimes I feel like sending
take on customer service is more negative than pos- - " ragity - up smoke signals or lighting
., want ] up a strobe fight to get their

- itive, there’s a good chance a retailer’s Iong-term ﬁnan— o L nton.”
cial profitability will follow.a similar path. .. “The assoclates are rude. If - 3ftention-
Now, with gas prices creeping toward $4 per gallon, the,; - you can somehow prevail ' “They must have an affirma-
economy slowing and interest fates inching upward, itsasafe ;v uponthem towaitonyou, . tive action program to :
bet that consumers will be looking for.good deals when . .Yyoufind out that they cannot.  employ zombies. I have expe- |
it comes time to spend their hard-earned money =1 2P basic questions .. rienced more inconsistencies
» . aboutthe merchandise. A between posted prices and
and it’s better then even-money that theyll walk - .- - ‘
. tore that doesn’t tr&at th th "I, tribe of monkeys would more - -the price that rings up at the
away from a Store tia e emwe .. helpful and knowledgeable ” ..register than in any other
way they expect to be tr&ted o : o chain.” ' S

-* *Young people have a ten- ;. .
“dency to ignore older shop— o "They seem to only hire peo-
pers.” o ... ple that have just taken their
_medjcation in the break room.
“They seem to think it should A multiple states, Fve

Don’t know, don’t care "
e biggest complamt shoppers V)
have is that employees don’t know -

about merchandise and don’t seerit

: be clear to shoppers that
. : hada oodex eri- .
“to care that the shopper can’t find what :=: * they are far too busy talking A‘.AZ’G;::’,, adag P
“they’re looking for. Admittedly, the: devilis - to one another to waste their. : .
""" time with customers.” . .. “The sales associates take

the details here. Retailers invest heavdy S take
- R * .. .up the entire aisle when the,

aining, have explored various " “They fust don’t care. They . afe rostecking éheweé.ahdy‘
methods of long- dlstance " will mako you wait in line "t .. e covriors aro oo biisy

learning and often &> | they are good and ready to “chatting with one another to

e on o ity
: §hadow a veteran "1 “When.you ask a salesper- _.v:’:’djﬁ;'f'e'l':y"-";ﬁef’f‘;e'
for a few days. son about something, they. . tha should-apelegize f0 -
: & always say itisn’t their .them for Interrupting their .~
= Soit’s understand- L depam'nem.” o : . conversation" ‘
- “Arrogant, unfnendfy staff

‘ “Employees pawn you. offon ;
the next unknowledgeabla < who would rather Kill their

. -.mothers than pfferyou o

cha ts cringe. Still;

0 2 =
. something is. getting % emp' oyee.” : covice” L
1ost in translation’b  “Their meniat ca ‘
, paclty s “
cause, from Whete sho -5 . completely flat-lined.” b‘jz::::g s ’"f:: :;: ;Z::t o

A “Theyfe miserable in all ;. them. They nevergo the -
aspects of customer service - extra step fo make me feel .
and if you get so fed up w:th lmportant."

and helpful sales assoaates :
are few and far between.”-




COVER STOY

ELEMENTS OF
GOOD CUSTOMER

’ :where thmgs are. or how fo answer
thé-front counters

ade 2 game of seeing which one
can stall long enough so they do not
- "have to wait on the next person in
" -line, ... Management can be right
" behind the counter looking at the
line of shoppers waiting to check out
uthever considers opening another

Let’ be honest. Shoppers don’t ex-
pect — or necessarily want — hand-
: holdmg, Their customer service ex-

- of retail store they’re shopping in. At
““Tatget, they want someone to be
““able to tell them where products are
: '.locaned and for the checkout line to
" move quickly. At Nordstrom, it’s a

- willing to.spend a premium for a

ate to beable to do something be-
yondsan and e

How rudel

résearch, 19 percent of
shoppers say rude employ-

ervice. The bad news is that the per-

floor. Say what you will about the
of youth that preceded it, but

SERVICE

“assist me; they don’t know o

ool-dropouts. ['ve -

' pectations generally reflect the type -

different ballgame: If a shopper is :

 dress shlrt, he expects a sales associ-

ccordlng to STORES/BIG— :
ees arethe linchpin of poor customer .
centage could climb, particularly as - "

Gen Y. takes its place-on the selling

overly praxsed ;

eeling a little bat-
tered and brulsed by
shoppers’ seemingly endless
diatribe on retail customer service? It
turns out there’s a silver lining.

The STORES/BiGresearch survey also asked

_consumers to write in the name of the store that
‘they believed provided the best service, then asked
‘them to explain their choices.

Helpful and available staff topped the list, but
policies and store practices are also seen as impor-

tant elements of customer service. Relative to the

more employee-focused compiaints, the spectrum

‘here is broader: Shoppers cite different elements

that make up good customer service.

" “There are a fot of clerks arid méy‘are'always
N -checking on the customers and. asklng, ‘Have you
‘found everything you are Jooking for?’ If not, they

are willing to help you even rf it is not their depart-
ment.”

. *The employees are always willing to éxtend extra
effort. They are willing fo find whatever the cus-

tomer needs, walking all over the fioor to find the
desired item in a timely manner, trying to meet the
customer’s wants.” '

TOP 10 ELEMENTS FOR BEST CUSTOMER SERVICE B '

ELEMENT PERCENT*
Always helpful 35%
Available staff 18
Fair return policy 14
Good communication o2 o
Friendly staff : 12
Good prices 9
Great store 4
Fast service 4
Selection 3
Quality products 2

Source: STORES/BIGresearch
*Respondents could choose more than one answer

L€ 4 Customer sery

: " policies instituted by some: retailers

o :you a hassle,” wrote. one respondent “They do not give you . s
‘back on’your retuens; they give you a store credit. God
: a.receipt; they won’t accept the items . -

loyeeuttered ar ecohlmeni; the

needle on the rude-ometer would " '
* swing into the dangerzoneandthe -

manager could rush outtothesales.
floor to rectify the problem. - -
Clearly, employees ate not robots

" {nor would you want them to be),
. but finding ways to stave off‘

“rude” comments is a must.

“The people that work there are s
really rude and treat customers like
they’re not there.” .

“Most of their employees are too

young, too rude and too snooty.
They also always seem to ap- ..
proach shoppers who look like .-~
they have more money.” e

The challenge becomes ﬁndmg :

employees who are generally up-

" beat, engaged and interested in
‘what they’re selling, rather than -
- sullen, punch-the-clock types that -
are just marking time until their © © .
- next paycheck. That’s not an envi- .+
able task by any means. o

- Policies and presentation

tore policies were cited by

nearly 10 percent of those

! surveyed, with most grum- -
bling over réturns policies. Lenient

“have created a situation where con-

" sumers have come to expect a “no-

questions-asked” approach to re-
turns. The climate has shifted, .

" "’however, and retailers are not quite.
! as easygoing about returps as they ;"
= were a few years ago. The study .

' suggests shoppers are none t0o" :

. pleased with the change.

~ “Their policies regarding returns, RN
are too rigid and they always give-

re_brand and pnce is still atxached,”'




“‘between stores.

“- comments is the disconnect between the
. image projected by the brand in various
" “forms of advertising and the experience

. may be time for marketing and HR to

~ " When ad-fueled expectations aren’t met,
;" ’good will qmckly fades. As such, training

""" and monitoring front-line staff can no

- ‘longer be viewed as a cost; it needstobea -
. priority W

: tually be more difficult than ﬁgurmg out

L " per’s definition of customer service is being left

XU G Shoppers are quick to spill
thepohcy épeci'ﬁés on' the beans about a negative
very receipt will help, as customer service experience
will consistency within and

"An underlymg theme of many shopper

sthey have when they visit the store. It

.get on the same page.

5
what shoppers will buy. One day the shop-

alone to roam the aisles, then getting to the register
and finding there’s no wait. The next time they shop that
very same retallcr, they’ll measure good service by how

This moment brought to you by
a hetter recruiting solution.

Top talent should never be in short
supply. At CareerBuilder.com, you can
take advantage of the over 1.9 million
retail related resumes to fill your open
pasitions — fast! We alsa receive over
4.8 million monthly retail job searches
— that's 6,790 an hour — with one out
of every three retail related searches
resulting in an “apply.” Experience a
recruiting solution with a network of
over 1,000 online and offline partners.
Now is the time to experience better.

Pastyour job today by caliing
1-877-Fill-A-Job or visit
www.careerbuilder.com/jobposter.

Peaple Prosess-Sukutiens

careerhmldermm-

Experience Better

(ualified Talent Pool ! Mast Extensive Reach Value Delivered
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BlGresearch, LLC,

100 Otd Wilson Bridge — Sulte 205
Worthington, Ohie 43085
614-846-0146 fax: 614-846-0156
info@bigresearch.com
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Subscription Agreement

Client: Discover Financial Services Contact: Dave Phillis

. oy B O 8T e B

Address: 2500 Lake Cook Road, 3N E-mail: davidphillis@discoverfinancial.com

3o b poaa——————e

Riverwoods, IL. 60015 ... Phone: 847-405-4379

DESCRIPTION:

+ A 12 month subscription to the Consumer Intentions Z Actions Inteligence Service (CIA). The annual
subscription will automatically renew after 12 months unless Client provides notification in writing 90 days
prior to the anniversary date of the Subscription Agreement. 6‘”,(, vs prie 14 ng_;:,‘;“f

« During the 12 month subscription, Client will have the right to insent 4 questions (one each quarter) which can
be cross tabbed across the whole study for that month,
« Development of a monthly newsletter from the GIA for Discover o leverage internally or externally.

« Delivery ot full data, monthly trending and tracking reports, customized reports and data mining/ cross tabbing
and software.

« BiGresearch will provide consulling services to develop and deliver eustomized monthly reports and
presentation templates (not to exceed 3) pased on Discovers unigue needs.

PRIGE: 53,500 per month less renewajdiscgunt 5 $3, or gnonth
Total Price: $36,000 l7y26) 0€ %d'?f > i a
TERM: November 2002 {hrough November 30" 2008 """

Client agrees fo the following additional terms:

(The "Licensee") agrees to tha following terms.
Deggription; The enclosed CD contains cansumer respondent data and comespanding software {collectively “the Knowledgebase”)
relating 1o the Consumar intentions and Actions study and is the exclusive propenty of BiGresearch, LLC.

Scope of Use: BiGressarch haraby gronts Licensee the non-exclusive right () to use the Knowledgebass for the for the purpose of
analyzing consumer behavior, and, {b} if Licensee is in the businass o selling advertising, to disclose the Knowlodgebase without
enharging therefore to customer and potential customers of the Licensee for the sole purpose of inducing such customers 1o
advertise with Licanses.

Except as provided under (b), the Licanses shall not resell to thind porties the Knowledgebase in any format of medium, by
elsctronic or other means, The Licenses shall not alter, add to oF otherwlse modify the substance of the Knowledgebase or any part
thereof.

of BlGresearch. Any publication or presentation of the Knowledgebase, in whole or in part, shall bear the following copynght and -
credit line: Source: BiGreseareh, Consumat intentions and Actions, (5/20/02)

Al copyrights and other proprietary sights, including the right to reproduce and display the Knowledgebase, shall remain the properly

© 2002, BlGresearch, All Rights Raservad
Discleimer BiGresearch makes no warranties, éither exprassed of implied, conceming: data gathered or obtained by BiGresearch
from any source; tha present or future methodology employed i producing BlGressarch statistics; or the BiGrassarch tata and
ostimates represent only the opinion of BiGresearch and rellance thereon snd use thereof shall be at the user's own tisk. Licensee

shatl pay any sales or use tax .

s;rl"(} hc..
A T ?,W"c'a( G h Agreed to by BlGresearch L&C

greed to by Discove

ol /-
o > Namae) (Printed Name)
Tte: St AMage coC Title:
o

Date: | !// [l / o2, Date:
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BlGresecaren

Proposal for General Mills
“Consumer Intentions & Actions-Intelligence Service” (CIA)

{cff,

This license agrecment is intended to- outtine- how General Mills can-immediately begin.
using the Consumer Intentions & Actions Intelligence Service (CIA) and leverage itto
geain a better level of intelligence about your target customey, competitors and-the
changing consumer marketplace.

The CIA from BIGresearch was created to look at wherc'consumers are going and
provide a new level of retail market insight that no onchas ever secn before tha@
anticipates consumer intentions and actions. Each month you gain 2 new level o
understanding of the changing tastes, habits and spending of the consumerto-mflucnes.
behavior by creating winning marketing strategies and tactics.

Examples of Intelligence Categories we will deliver:

*Complete demographic profites -
* Spending plans by key retail categories

(Women’s & Men's dress/casual clothes, children’s clothes, shioes, HBA;, goingout-

teeat,»sporﬁnggnod&elentronics,,CDs, DVDs, home improvement, home & garden,
furniture, decorative home furnishings, candy, wine, beer groceries, t10ys)
: * Retail shopping by stoxe names
(Home Improvement, Consumer Electronics, Shoes, Department Stores, Men’s
Women?s,-Children’s-Clothing)...
*Spending plans by store type and sales channel
(department stores, discount department stores; department stores upscale specialty.
stores, value priced specialty stores, outlet stores, moil order catalogs, online, home
shopping by TV) ™~
*Prescription Drug Retail Channels with store names
*Shopping strategics *Fashion orientation
*Consumer aftitudes toward the economy *Lifestyle Indjcators
*Consumer attitade and behavior changes since Sept 11™
*Grocery shopping by store name *Auto asrmership by make of car
*Reasons for shopping *Online shopping
*Purchase intentions of durable goods and travel

(car/truck, computers, furniture, iome appliances; housefiand; jewelryiwatch, RWboar, .

sterco equip., TV/VCR/DVD, *vacation travel)
: #Financial Plans
(refinancing home, paying down debt, increasing savings, pay more with cash,
buy/sell stocks, decreasing spending)
*Key Consumer Package Goods Categories

F-854

(such as snack foods, beverages, health beauty, cereals, frozen foods etc.)
Y
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We propose the following: .

“Introductory Annual Subscription”
A 12 month subscription to the CIA thatgives you the-option -within the first.
90-days to notify.us in writing that you wish 1o discontinue the service.

This requizes a. commitment of a minimom of 90 days to be delivered ata
discounted rate of $2,500 per month. The remainder of the 12 months will
have a rate of $3;000 per monthr:

This will allow you to benchinark; trend and track key metrics, and fully.
evaluate the intelligence delivered and its impact on your marketing

strategies and tactics.
*The annual subscription will automatically renew afier 12 months unless we are
notified in writing 90 days prior 10 the anniversary date of the license agreement.

-

The Introductory Annual Subscription includes:

A

% Delivery of full dara; monthly trending-and tracking. reports, customized |
reports.and data mining/ cross tabbing and software

** In the first 90 days-we will provide-consulting sexvices la develop and
deliver customized monthly reports (not to exceed 3) based on General
Mills’ unique needs )

+*Dyring November the CPG Category to be profiled is Baking Products.”
General Mills will have the opportunity to.provide input and give feedback
to develop this category

_%* Dyuring the 12 month subscription you will have the ability to insert 4
questions (one each quarter) which can be cross tabbed across-the whole-

' «*With a 12 month subscription you will receive a libravy-of the current- |
.year's.monthly studies.on a CD
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* Limited License Terms B

(General Mills) agrees to the following terma:

Desgriptions” The-caclosed-CD- -contains- consumer. espandent .daia. and_corresponding soffware (collectively “the
Knowledgebase™) relating to the Consumer Intensions and Actlons stdy and is the exclusive property of BIGresearch,
LIC.

X -WWmﬁmmW:ﬁthmm.mwkdgm for the for the
of analyzing consumer behavior, and, (b} if Licenscs is in the business of selling advertising, to disclose the

Knowledgebase without charging therefore to customer and potential customers of the Licensee for the sole purpose of

inducing such customers 1o advertise with Licensee.

Bieept as provided under-(0); the Licensee shall. nos .publish _ resell, dismibure. .ot disclnse tq third parties the

Knowledgebass or the contents thereof, in any format or medium, by electronic or other means. The Licensee shall not

alier, add to-or otherwisc modily the.substance of the Knawledgebase or any part thcreol

Al copyrights and other proprietary rights, including the right to reproduce and display the Knowjedgebase, shall
remain the propeny of BiGreacarch.. Any publicaton oF presepation of the Knowledgebasc, in whole or in part, shall

bear the following copyright snd credit ling:

Soureer amwm-mwumaﬁmum)
© 2002, BIGresearch, All Rights Reserved

Digglpimer: BIGresearch makes-no-warrantizs..ither cmmud.nx.impﬁcd..mcminz;,dm gathered or obtained by
BlGrescarch from any sourcc; the present or fisture methadology exaployed in producing BIGresearch statistics; or the
BiGresearch duterand estimates-represent.only-the ini therean and usc theveol shall be
&t the uscr's owa risk. Licensee shall pay any sales or use tax.

By signing bclwm&mi»gmmmsmmg@iﬁmmmdm proposal and terms contained
herein:

; BiGresearch General Mills,

.( w By: g_\}_ %&%

Gady &- Drenik A M%-\_ﬂiw
(Printed Name) (Printed Naine)

Title: NJM/&; Director Ttle LY s O g . Coms Z%}é
Date: OC'/: 7_2009' Dm( Z=£ 3J 20072

By:
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BiGresearch, LLC.
100 Old Wilson Bridge — Suite 205~
Worthington, Ohio 43085
614-846-D146  fax 614-846-01560
info@bigresearch.com

Subscription Agreement

CLIENT: PepsiCo .

Contact:. Patrick Bames. .

Address: 7701 Legacy Dr. 2B-181

E-mail: .patrick.barnes@fritolay.com..

Plano TX. 76025

Phone: 972-334-2794

DESGRIPTION:

» A 12 month.subscription to-the."Consumer

within the first 90 days to notify BiGresearc

will automatically renew after 12 months un

license agreement.

» With the subscription you will receive a

« During thefirst 80 days BiGresearch wi
monthly reports (not fo excee

» During the 12.month.subscr
tabbad across the whole study for that month.

« BiGresearch will provide access to its BIG Executive Briefing. (Ec

and externally with proper attribution.

PRICE: $3,000 per month for the CIA subscription
TERM: October 2002 through October 2003

imentions & Actions™ Inteltig
h in writing that you wish to di
less we are notified in writing

d 3) based on PepsiCo’s unique needs
ption,. Client wiill have the-fight to insest

ence Service CiActhat gives PepsiCo the option-
scontinus the service. The annual subscription
90 days prior to the anniversary date af the

library of the current year's monthly studies ona CD
I provide consultinig services to develop and deliver custom

ized templates and
at no cost.
4-questions (one-cach quarter} which can be-cross-

anomic and Consumer. Inaight&Nawdeﬁe&)BLmintemauy_

Client agrees to the following additional terms:
{The‘Licensee”) agrees.tothe .
Description:  The enclosed coD
Knowledgebase®) relating to the Consumer
E.lsmsearch,.’.\.c.

Scope of Use: BlGresearch hereby.
the purpose of analyzing consumer behavior, and, (b) if Licens!
the Knowledgebase without charging therefore to customer a
purpose of inducing su

ch customers to advertise with Licensee.

Licenssa shall not cesall

Except as provided. under (b). the
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8iGresearch, LLC.
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Subscription Agreement

Client: Harte-Hanks Contact: Mitch Bednar

- —

Address: 6701 Bay Meadow Sr. . E-mail: mitch_bednar@harte-hanks.com

Glgn Burmnie, Maryland 21060 Phone: 410-412-1764

DESCRIPTION:

« A 12 month subscription to the Consumer intentions & Actions Intelligence Service (CIA) that gives Harte-
Hanks the right to cancel subscription after the 3 month. The annual subscriplion will aulomatically renew
after 12 months unless Client provides notification 1 writing 90 days prior 1o the anniversary date of the
Subscription Agreement.

« With 2 12 month subscription Harte-Hanks will receive a library of the current yaar's monthly studies on a CD.
« During the first 90 days BIGresearch will provide consulting services t0 develop and deliver cusiomized monthly
reports and presentation templates (not to exceed J) based on Harle-Hanks' unique needs.

PRICE: $3,500 per month

TERM: Nover@er 2002 through Noseretrar 30 2003
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CIA

(CIA) is in the Government Industry
Market Cap:$320.2M
Last Fiscal Year Sales:$146.6M

° Pubhc
e US

Dow Jones Description
Holding Company; Insurance & Securities Services
Chairman & CEQHarold E. Riley
Number of Employees 320
Contact Information
400 E Anderson Ln
Austin, Texas 78752
www.citizensinc...
(512) 837-7100
Peer Companies
o Stanley Inc,
NAICS Code National Security: 928110

» Company News
o Executive Profiles

Recent Events
o Citizens Inc. nearly doubles Q1 profit
5/08/09 - Financial Announcement - View Story

o Hite officially named superintendent

file://Q:\6 - Share Deavers\PROSPER BUSINESS DEVELOPMENT\Consumer Intentions... 6/16/2009
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¢ Citizens CIA Names Osbourn as New VP, Treasurer, CFO

4/08/09 - Mgmt. Change Entering - Other - View Story

3/23/09 - Mgmt. Change Entering - Vice President - View Story

Page 2 of 7

« Citizens, Inc. Completes Integrity Capital Acquisition, Plans to Release

Earnings...

2/27/09 - Merger / Acquisition - View Story

News & Analysis

Filter by

o Sort Type

Related Tags

» Relevance
e Date
« Popularity

..C.........CO...‘......Q.‘
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Bush (24 results)

White House (23 results)
president (20 results)
Government (20 results)
MARKETING (17 results)
FINANCE (17 results)
Leadersth (12 results)
Iraqg (11 results)
Democrat (10 results)
agency (8 results)
Admlmstratlon (7 results)
nomination (6 results)
Investment (6 results)
Libby (6 resuits)
CAREER (6 results)

US. Congress (6 results)
Taxes (6 results)

senator (6 results)
SOFI‘WARE (5 results)
USs. (5 results)

ofﬁcer (5 results)
terronsm (5 results)

US. Senate [ results)
SECURITY (5 results)
Washmgton (4 results)
Strategy (4 results)

Sen. (3 results)

6/16/2009
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identity (3 results)

advisor (3 results)
PRODUCTIVITY (3 results)
E-mail (3 resuits)

America (3 results)

Agence France-Presse (3 results)

cia and republican - All News and Analysis

e BIGresearch Analysis Shows Changing Tides in Race for the White

House

fkagzeos

EEERE A

The crumbling economy appears to be boosting sentiments for change as Obama's Net
Promotor Score* NPS increased 5 points since last month, according to BIGresearch's

( http://www.bigresearch.com ) October Consumer Intentions & Actions Survey of 8,117
respondents. While McCain's NPS decreased month over month, Obama made gains
among both Democrats...

Tags: CIA, Democrat, FINANCE, Government, Republican, White House
BIGresearch Asks Americans Which Presidential Candidate They
Would Recommend to a Friend

B 20082062155

For the past several months, BlGresearch { http://www.bigresearch.com ) has asked
more than 8,000 respondents in theirGoRSHRHTETTHEERTONS & KCHG “ﬁé%uﬁé“?ﬂf’té%nk the
presidential candidates by using the Net Promoter® Score* NPS. In June, it's interesting
to see how Clinton promoters are shifting their recommendations as she suspends...

Tags: CIA, Democrat, MARKETING, Republican
Americans Weigh in on Which Presidential Candidate They Are
Likely to Promote

0 - 2668:05:08:

It is said that by using the Net Promoter® Score* NPS, a company's future can be
determined. Can a presidential hopeful's future be determined using the same principle?
BIGresearch ( http://www.bigresearch.com ) asked more than 8,000 respondents in
their May Consumer Intentions and Actions Survey to rank the candidates...

Tags: Benefits, CIA, Democrat, E-mail, FINANCE, Republican
BIGresearch: Consumers Rate Presidential Candidates by
leehhood to Recommend 10 a Friend

B - 2008-04-18
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Eachsmonth;:the-Consumer.intentions:&

from over. 8,000.U.8..consumers.

VONTHLYTRACKING
Economy

Consumer Confidence
Investing in the Stock Market
Concern for Layoffs
Unemployment

Major Purchase Plans
Car/Truck

Computer

Fumiture

Home Appliances
House/Land
Jewslry/Watch

Major Home Improvement/ Repair
RV/Boat

Stereo Equipment

v

VCR/DVD
Digital Camera
Vacation Travel

Cars Buyers

Current Make

Makes Considering to Purchase
Purchase Motivators

Price Range

New v. Used

Car, Truck, Van or SUV

Recent Buyers

Reason for Purchase

Life Changes

More Practical

More Impulsive

Needs over Wants

Food Safety

More Time at Home

More Money Decorating
Concern for National Security
Reordered Life Priorities
Reordered Work Priorities
More Time with Family

Financial Pians (next 3 months)
Refinance Home

Pay Down Debt

Increase Savings

Pay with Cash More Often

Buy Stocks

Sell Stocks

Decrease Overall Spending

Deferred Purchases (last 30 days)
Apparel

Dining Out

Vacation Travel

Home Improvement Projects
Entertainment (movies, shows, etc.)
Auto Purchases

Electronics

Retail Motivators

importance of Sales

Importance of Familiar Labels
Fashion Forward v. Conservative

Aisle of the Month

{category changes each month)
Brands Purchased Most Often
Store Where Purchases Are Made
Frequency of Purchases
Category & Aisle Management

Shopping Plans (next 80 days)
Children's Clothing

Women's Dress Clothing
Women's Casual Clothing
Men's Dress Clothing

Men's Casual Clothing
Shoes

Health & Beauty Aids

Going Out to Eat

Sporting Goods

Toys

CDs/DVDs/Videos/ Books
Electronlcs

Groceries

Home Improvement Supplies
Lawn and garden Supplies
Home Furniture

Decorative Home Fumishings
Linens/Bedding/ Draperies
Candy

Beer/Wine/Alcohol

Intemet Shopping

Catalogue Shopping
TV-Home Shopping

Store Shopped at Most Often (write in)
{In-depth detail rotated monthly)
Women's Clothing {Apr 05)

Men's Clothing (June 05)

Children’s Clothing (Oct 05)

Shoes (July 05)

“Electronics (TV's, DVD's, stc.)” (Feb 05)
Home Improvement/Hardware (May 05)
Major Appliances (Sept 05)
Linens/Bedding/Draperies (Mar 05)
Groceries (Aug 05)

Health & Beauty Aids (Nov 05)
Prescription Drugs (Jan 05)

Store Type Shopped by Merchandise Line
Discount Store Department Store

Specialty Store

Warehouse Club

Grocery Store

Drug Store

Online

Catalogue

Seasonal Spending Plans
(category changes each month)

Demaographics
Gender

Marital Status
Age

Education
Occupation
Income

Persons in Household
Persons under 18
Rent v. Own
Ethnicity

Place of Work

www.Consumerintentions.com

BiGresecarch

Voice of the People
What's Hot - What's Not
Isgues in the News
Customer Service

Long Answer Verbatims

GUARTERLY

Wireless Share & Forecast (Jan, Apr, Jul,
Oct)

Cell Phone

Wireless Provider

Satisfaction with Provider

Planning on Switching

Providers Considering

Desired Features

RFID & Privacy {Mar, Jun, Sept, Dec)
Awareness of RFID
Sources of Information
Opinion of RFID
Concerns about RFID
Privacy Concems
Banks

Credit Card Companies
Employer

Government

Insurance Companies
Manufacturers

Dining Out (Feb, May, Aug, Nov)
Nutrition Trends

Calorie intake

Fat intake

Salt/Sodium intake
Carbohydrate intake
Full Service Restaurants
Times per Month
Average Spent

Fast Food 1st Choice
Fast Food 2nd Choice

ANNUALEY

Aisle of the Month

Household Cleaning (Jan-04)
Laundry/Fabric Care (Feb-04)
Personal Care & Hygiene (Mar-04)
Hair Care (Apr-04)

Oral & Personal Cleansing (May-04)
Summertime Products (Jun-04}
Skin Care & Cosmetics (Jul-04)
Snack Foods {Aug-04)

Baby Products (Sep-04)

Frozen Foods (Oct-04)

Pet Foods (Nov-04)

OTC Drugs & Health (Dec-04)

Credit & Debit Card Use (Sep-04)

Seasonal Spending Plans
Super Bow!

Valentine's Day

St. Patrick's Day

Tax Refund

Easter

Mother's Day

Memorial Day

Father's Day

July 4th

Back to Schoo! & Back to College
Haflloween

Christmas Season
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Ports reeling as US spends (@ previous) next
wisely
By Greg Knowler, Editor

(Z)e-mantivs Acscie  E)Priner.Franaly Fomat

The US West Coast gateway port of Long
Beach continues to post dismal container
throughput figures, a reflection of weak
consumer demand across the country and
slowing exports.

In June, container throughput (inbound and
outbound) was down almost 29 percent on
the same month last year, with the 3.91

million TEUs year-to-date throughput oS Rthe raue b‘, 1he G000 oft Gays when the LA Lo
showing a 22.4 percent decline on 2008. e f Beachp&cov%:ax owdrfl‘:lodv:‘nh ;omlm[g

The port of Los Angeles throughput figures
for June will be available in the next couple .
of days but there won't be anything positive +DUBAI
in the numbers.

Between them, the LA-Long Beach port
complex handles around 70 percent of
containerised traffic in and out of the US,
so any slowdown Is Immediately apparent
in the number of boxes crossing its

wharves.
: Home e e And the slowdown looks set to continue as
. Aviation . apoll of US consumers reveals pledges to
: e e .maintain cautions spending patterns
i : Shipping . through the back to school and college
: $easons.
Logistics
T According to he National Retail Federation’s 2009 Back to School Consumer Intentions
, Road & Rail and Actlons Survey, conducted by BIGresearch, four out of five Americans (85 percent)
! Pe o have made some changes to back-to-school plans this year as a result of the poor
: People X
: economy.
¢ AFSCA
! "The economy has clearly changed the spending habits of American families, which will
N e likely create a difficult back-to-school season for retallers,” said Tracy Mullin, president
. ABOUTUS ! and CEO of the world's largest retail trade association.
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Qc;nom B & ‘u&a Business Infosmation
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Options & Save Copyright © 2002-2009 Marshall Cavendish Business Information (HK) Ltd. AR Rights Reserved.
Find the Best Deat

Z:‘;:glnuimrs.ewuz @ mﬁ, Best view with Microsoft Internat Explorer 5,0 or above with 1024x768 resolution.

Disclaimer: \Msltawetyerrmhasbeonmndnhmmmthoh'onnalonpmmdodhorehuupmdmandm.wedorlxwmnlmemmovmu
information and expressly disclaim al llabildias, losses and damages arising out of the use of this information.
Shipping
Gontainer Prices
Frae Shipping
Container Prices
From 4 Suppliers.
Save 25% Now!
380fchlieCMes.com/Co

Corregtivg Action
System
Web

Customizable
Corrective Action
Database -Free
Demos & Trial

www 1-Sighl. conVCAPA,_

Mansfield Cargo
Container
Mansfield shipping
containers. Find
local businesses
on DexiKnows.
www.DexKnows.com

vy
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"consumer intentions & actions” - Google News Archive Search Page lof 2

Web Images Videos Maps News Shopping Mail morg v phil@bigresearch.com | My Account | Sign out

GO{}SIQ "consumer intentions & actions” _ Agvanced archive sevch

News Archives News Articles - Timeling
Results 1 -~ 10 of about 89 for "consumer intentions & actions”. (0.18 seconds)

« Viaw ail its for umer-intentions-&-actions
2002-09 Search olher dales Chick regior: 1o select time penod

BlGresearch's May Survey: Fashion-Oriented Consumers Decline as Gas ...
marketwire.com - May 22, 2007
They conduct the Consumer Intentions & Actions {CIA) Survey which monitors the pulse of more than
';"000 consumers each month. The CIA delivers current, ...

! W

ional Retail Federation Forecasts 2002 Holiday Retail Sales to...
Free with registration - PR Nowswire - AccessMyLibrary.com - Sep 17, 2002
According to preliminary results from the first installment of the 2002 NRF Holiday Consumer Intentions
& Actions Survey, conducted by BlGresearch, ..

All 11 rolated ~ Related web pages

Each Month since October 2001, More Than 7,000 Consumers Provide ...

Free wath registration - M2 Presswire - AccessMyLibrary.com - Oct 27, 2008

The Consumer Intentions & Actions (CIA) market intelligence service taps the minds of over 7000
consumers avary month providing a new leval of retall ...

Helated wab pages

BlGresearch’s March Retail Ratings: Best Buy and Walmart Top 2 for ...

MarketWatch - MarketWatch - Apr 1, 2009

They are developed from BiGresearch’s monthly Consumer Intentions & Actions (CIA) Survey of over
gooo onling interviews, For a sample of the March report ...

Belaled web pages

BlGresearch February Retail Ratings: Home Depot Maintains Lead, ...

MarketWatch - MarketWatch - Mar 11, 2009

They are developed from BiGresearch’s monthly Consumer intentions & Actlons (CIA) Survay of over
8000 online intarviews. For a sample of the February report ...

Related web pages

Island Pacific and BiGresearch Form Alliance; Alliance Will Provide ...

Freo with registration - Business Wire - AccessMyLitrary.com - Jun 3, 2003

BlGresearch provides syndicated consumer intelligence from over 8000 shoppers each month via the
Consumer Intentions & Actions (CIA} databass. ...

All 3 related - Relaled web pages

BlGresearch's June Retail Ratings: Lowe's Consumer Preference Share ...
FOXBusiness - Jul 8, 2009
They are developed from BlGresearch's monthly Consumer Intentions & Actions (CIA) Survay of over

hup:/inews.googlc.mm/archivcsearch?q:%ZZconsumer+intenlions+%26+actions%22&u... 71212009
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World's Most Romantic Hotels 2004

Forbes - Feb 12, 2004

According to the National Retail Federation's (NRF) 2004 Valentine's Day Consumer Intentions and
Actions Survey, this year the averaga consumer will spend ...

Related web pages

BiGresearch's April Retail Ratings: Regional Competition Heats Up in ...
MarketWatch - MarketWaich - May 5, 2009

BlGresearch conducts the monthly Consumer Intentions and Actions Survey (CIA) of 8000+
respondents and the semi-annual Simultaneous Media Survey (SIMM) of ..,

All 2 relaled - Belated web pages

US Consumers Focus on Family and Community this Holiday Season ...

Free with rogistration - PR Newswire - AccessMylabrary.com - Nov 7, 2001

... as well as more cautious about their holiday spending, according to the second in a series of
Consumer Intentions and Actions surveys conducted after ...

Al 5 related - Related web pages

Halloween Spending Not As Sweet for Retailers.

Free with registration - indlanapolis Star - AccessMylibrary.com - Oct 29, 2003

... per customer this year, compared with $44,20 in 2002, according to the National Retail Federation's
Hallowean Consumer Intentions and Actions Survey. ...

Retail Indusiry Group Says Hallowean Sales Up. - Journal Star (Peoria, .. - AccessMyLibrary.com (Free with
rogistration)

All & ralated - Related wi a

Hungry? How About 150 Million Hot Dogs in a Day
ABC News - Jul 4, 2007

According to the National Retail Federation’s 2007 Independence Day Consumer Intentions and
Actions Survey (conducted by BlGresearch, a consumer research ..,
Fourth of July: By the Numbaers - ThomasNet industnal...

All 3 related -~ Related web pages

BlGresearch's December Retail Ratings: Best Buy #1 for Store Shopped ...
MarketWatch - MarketWatch - Jan 8, 2009

BiGresearch conducts the monthly Consumer Intentions and Actions Survey (CIA) of 8000+
respondents and the semi-annual Simultaneous Media Survey (SIMM) of ...

Related web pages

hutp:/mews.google.com/archivesearch?q=%22consumer-+intentions+and+actions%22&sco... 712112009
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The Game and Love

Washingtan Post - Fab 6, 2005

Rist Is vica president of strategy for BiGrasearch, which did the 2005 Valentine's Day Consumer
intentions and Actions Survey, published last week by the ...

Survey: Valentine's Day spending 10 10p $13B -... - CNNManey.com

Cupid 1o ring registers {News)(2005 Valenting's.. - Home Textiles Today - AccessMylibrary.com {Free with
registration)

Busingss Wirg - DSN Retail Fax - Al 8 related - Related web pages

Colorado Springs Retail Briefs: March 3, 2006.

Free with registration - Colorado Springs Business Journal - AccessMyLidrary.com - Mar 3, 2006
The NRF 2006 St. Patrick's Day Consumer Intentions and Actions Survey, conducted for NRF by
Bl(.?rosearch, was designed to gauge consumar behavior and ..,

Helated web pages

3| arch's March Retail R
marketwire.com - Apr 3, 2008
They conduct the Consumer Intentions and Actions (CIA) Survey which monitors the pulse of more
than 7500 consumers sach month. The CIA delivers fresh, ...

Helated wab pages

2006: Habits changing, online sales set record.

Free with registration - Colorado Springs Business Journal - AccessMyLibrary.com - Dec 29, 2006
According to the National Retail Federation’s 2006 Gas Prices Consumer Intentions and Actions
Survey, 76 percent of consumers sald they believed fluctuating ...

Belated wab pages

NRF estimates Easter spending up 4% in '04 - Mar, 23, 2004

CNN International - Mar 23, 2004

... up about 4 percent from $102.76 a year ago, according 10 the National Retail Fedaralion's (NRF)

Easter Consumer Intentions and Actions Survey. ...

Chicago Tribune Retail Notebook Column. - Chicago Tnbune - AccessMylibraty.com (Frae with registrat:on}
NRF: consumers will be prudent with refunds.(Briel... - Home Textiles Today - AccessMylibrary.com{ Froe with

registration)

All 5 related - Related web pages

BlGresearch's March Retail Ratings: Best Buy and Walmart Top2for...
MarkeiWatch - MarketWatch - Apr 1, 2009

BIGresearch conducts the monthly Consumer Intentions and Actions Survey (CIA) of 8000+

hitp://ncws.google.com/archivesearch?q=%22consumer-+intentions+and+actions %22 &sco... 7121)2009
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Holiday blitz begins early.

Fres with registration - Boston Globs - AccessMylibrary.com - Nov 8, 2005

According to the federation’s 2005 Holiday Consumer Intentions and Actions Survey, the average
shopper plans 10 spend about $738.11 this holiday season and ...

All 12 related - Belaled web pages

Survey shows brisk holiday shopping, retailers hopeful. - Dec. 2, 2002

CNNMoney.com - Dec 2, 2002

... the busiest shopping days of the year, the latest installment of the National Retail Federation's Holiday
Consumer Intentions and Actions survey said. ...

Mall stores repor qood business - pittshurghlive.com

All 28 rolated - Ralated web pages

This year, there will be more to pay for Mother's Day
$2.95 - Kansas City Star - NewsBank - May 7, 2004

.. aCcOrding 10 the NRF 2004 Mother's Day Consumer Intentions and Actions Survey, conducted by
BlGresearch for the National Retail Federation. ...

ifls for Mom: 'Experiential' ones - Cincinnati Enquirer
Planned Mother's Day spending rises slightly. - Research Alert - Alacra Store ($9.95)

All 10 related - Belated web pages

Fourth Of July By The Numbers

Forbes ~ Jul 2, 2007

According to the National Retall Federation's (NRF) 2007 Independence Day Consumer Intentions and
Actions Survey (conducted by BlGresearch, ...

All 2 rolated ~ Related web paqges

The Cost Of A Good Scare

Forbes - Oct 28, 2008

... 1o the National Retail Federation's (NRF) 2008 Hallowesn Consumer Intentions and Actions Survey,
conducted by market research company BlGrasearch. ...

All 3 related - Helated web pages

American consumers upbeat abou nom

Relail Traftic - Oct 15, 2001

Worthington, Ohio — According to the Consumer Intentions and Actions Survay recently conducted by
locally based BlGresearch and Deloitte Research, ...

Related web pages

http:/inews.google.com/archivesearch?q=%22consumer+intentions+and+actions%22&sco... TR22009
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Retail group: More money spent on gifts this holiday - Oct, 21, 2003
CHNN Intemational - Oct 21, 2003

According 1o the National Retall Federation's 2003 Holiday Consumer Intentions and Actions Survay -
a joint study done by the NRF and BIGresearch -- the ...

All 6 refated - Relaled web pages

Halloween '05 Is an Intergalactic Sock-Hop

FOXNews - Oct 27, 2005

According to the Nation Retall Federation's 2005 Halloween Consumer Intentions and Actions Survay,
which polled B106 consumers, the majority of little girls ...

All 7 related - Ralated web pages

White stuff doesn't slow green stuff on 'Black Friday'
Bizjournals.com - Nov 26, 2004

The first instalimant of the NRF's Consumer Intentions and Actions survey revealed that the average
consumer plans to spend more $700 this year on holiday ...

if stores are packed, it m lack Friday - zwirs.com
iack Fri i {s con - UP| Parspoctives - AccessMylirary.com {Free with registration)

Press of Alantic City,... - All 33 related - Related web pages

Qending expected to be low at Father's Day in US_English Xinhua
FEM - Jun2t, 2009

.. year than a year ago like other annual observances, accordmg to the National Retall Federation's
Famef’s Day Consumer Intentions and Actions Survey. ..
4 will & - Bizjpurnals, oom
gngggg nggti Foundation: More Americans 10... - Bizjournals.com

All 5 related - Related web pages

http:/inews.google.com/archivescarch?q=%22consumer+intentions+and-+actions % 22&sco... 712172009
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Professional Carwashing & Detailing Online :: Brought t Grand...

Carwash QOnline - May 23, 2006

The 2006 Gas Prices Consumer Intentions & Actions Survey also found more than three-fourths of
American consumers report high gas prices have cut into their ..,

Related web pages

 for retailers.(Brie...

Free with registration - Jewelers Circular Keystono - AccessMyLibrary.com - Nov 1, 2003

Full results and analysis for the first installment of the 2003 NRF Holiday Consumer intentions &
Actions Survey were released on Oct. 21,

Related wab pages

Taking A Bite Out Of Business

WISC - Aug 15, 2006

The 2006 Gas Pricas Consumer Intentions & Actions Survey found that more than 75 percent of
consumers repor gas prices cutting into their discretionary ...

Related wob pages

Surveys Forecast Opposing Views Of CE Retail Demand

Twice - Mar 24, 2008

The March version of the firm's monthly Consumer Intentions & Actions Survey, which monitors more
than 8000 consumers, said it found consumar purchase ...

All 2 related - Related web pages

Surveys Show Boomers Drive US Consumer Confidence, Remain ...
marketwire.com - Jul 17, 2007

For each of the last nine manths, accarding to the monthly BiGresearch Consumer intentions &
Actions™ (CIA) study among more than 7000 consumers, ...

Balated web R3ges

Mixed CE Sales Expectations On The Horizon

Twice - Mar 13, 2008

The March version of the firm's monthly Consumer Intantions & Actions Survey, which monitors more
than 8000 consumers, said it found consumer purchase ...

Related web pages

Stopping the Countdown.{forecast and analysis of food services)
Free with registration - Restaurants & Institutions - AccessMylibrary.com - Jan 1, 2008
in November 2007, the monthly Consumer Intentions & Actions Survoy conducted by Columbus, Ohlo-

h(lp:llnews.gocglc.ccm/archivcscarch?q=%22consumer+imemions+%26+actions%22&sc... 7212009
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'‘Black Friday' BReceipts Estimated at About $7.2 Billion
TheStreet.com» Dec 1, 2003

The 2003 Holiday Consumer Intentions and Actions Survey polled 5668 consumers from Nov. 27 to
Nov. 29, it is designed to gauge consumer behavior and ...

Holiday shoppers hit the stores - CNN International

Ralailers like what's in store - Signs show that... - Telegraph Herald - NewsBank (52.95)

All 60 related - Related web pages

Survey: Florists won't feel big pinch on Feb. 14

Houston Chronicle - Feb 11, 2009

The NRF 2009 Valentine's Day Consumer Intentions and Actions Survey, conducted for NRF by
BiGresearch, was designed to gauge consumer behavior and shopping ...

Rel w S

Survey: Americans filing taxes early

Bizjournals.com - Feb 26, 2009

The NRF 2009 Tax Returns Consumer Intentions and Actions Survey was conducted for NRF by
BlGresearch, a consumer market intelligence firm, and polled 8426 ...

All 2 related - Related web pages

Electronics spur back to school spending

EETimes.com - Jul 18, 2006

The NRF 2006 Back-10-School Cansumer Intentions and Actions Survay, which polied 9032
consumers, was conducted for NRF by BlGresaarch, a sonsumer market ...

NAF; Apparel, Electronics Top Back-10-S¢hool.,, - DM News

All § ralated - Related web pages

$how your love this Valentine's Day - Feb. 7, 2006

CNNMonay.com - Fab 7, 2006

The NRF 2006 Valentine's Day Consumer Intentions and Actions Survey, conducted for NRF by
BiGresearch, polled 6618 consumers between Jan, 1 and 11. ...

Survey; Valentine's Day Spending Rising This Year - KMBC

Valentine's trands. - Journal Record (Oklahoma... - AccessMylibrary com {Frae with registration)

All 5 related - Related web pages

Retailers counting on Black Frida

Tampa Bay Newspapers - Nov 24, 2004

The Cansumer Intentions and Actions Survey also showed that as of Nov. 12, the average person hac
done about 24.4 percent of thair holiday shopping. ...

http://news.googie.com/archivesearch?q=%22consumer+intentions+and+actions%22&hl=...  7/21/2009
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No Grinch Expected for Retailers
BusingssWeek - Nov 15, 2006

According to the National Retail Federation's 2006 Holiday Consumer Intentions & Actions Survey,
56% of shoppers plan to give gift cards or gift ...

All7 related - Belaled web pages

MATT THORNHILL Ti -DISPATCH COLUMNIST

Richmand Times Dispateh - Nov 27, 2008

Today, 64 percent still have a spouse, according to data from BiGresearch's Consumer Intentions &
Actions study from October 2008. ...

All 2 related - Ralated web pages

BiGresearch Novembar CIA: Confidence Sinks, Gas Price Impact ...
marketwire.com - Nov 8, 2007

... according 1o the 7982 consumers who participated in BiGresearch's (hitp:/Awww. bigresearch.com}
November Consumer Intentions & Actions Survey (CIA), ...
Belated web paggs

US Consumers Tighten Their Belts
Dally Rasearch News Online - Oct 3, 2005

BiGresearch's Consumer intentions & Actions Survey monitors more than BO0O consumers each
month. The company Is online at www.bigresearch.com ...
Ralated wgb pages

Consumers Planning to Hold Back

Mediapost.com - Sep 26, 2005

Tha recent release of BiGressarch's Consumer intentions & Actions Survey for Sgptember points out
that conservatism is the name of the game regarding ...

Re! web pa

a
marketwire.com - Sep 12, 2008
... according to BiGresearch's (hitp:/iwww.bigresearch.com) September Consumer Intentions &
Actions Survey. With double-digit gains, McCaln has the better ..,
Belated web pages

Best and wo laces to sh
CNNMoney.com - Sep 1, 2004
According to firm's Consumer Intentions & Actions Survey, which polled 8701 consumers between

hitp://news.google.com/archivesearch?q=%22consumer+intentions+%26+actions%22&sc...  7/21/2009
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BiGresearch's March Retail Ratings: Wal-Mart Remains On Top for Store...
marketwire.com - Apr 3, 2008

They are daveloped from BiGresearch's monthly Consumer Intentions & Actions (CIA) Survey of over
7500 online interviews. In addition 10 income breaks, ...

Related wab pages

NRF Predi nal Cheer For Retailers

RetailWire - RetailWirg (Registration) - Sep 22, 2004

The NRF will release the first part of its 2004 Holiday Consumer Intentions & Actions Survey on Oct.
19. - George Anderson - Moderator.

All 23 related - Related web pages

The Kansas City Star, Mo., Cityscape column.

Ferea with registration - Kansas City Star - AccessMyLibrary.com - Nov 18, 2005

BiGresearch Consumer intentions & Actions' Novembar survey of 8000 consumers found consumer
g‘oc;fidence on the rise heading Into the all-impontant holiday ...

Related web pages

Consumer Confidence Highest To Date

Mediapost.com - Sep 18, 2003

The recent BlGresearch relsase of their monthly Consumer Intentions & Actions Survey speaks to the
attitudes about the economy by saying that it looks ke ...

Related web pages
The Kansas City Star, Mo., Citysca lum

Free with registration - Kansas City Star - AccessMylibrarv.com - Sep 27, 2005
.. costs this winter have consumers thinking more Grinch-like toward this holiday season, according 1o
BiGresearch's Consumer Intentions & Actions survey. ...

Rolated web pages

BIGr: rch's Janua tai ings: Walgreens Remains Store Shopped...
marketvare.com - Feb 5, 2008

They are developed from BiGresearch's monthly Consumer Intentions & Actions (CIA) Survey of over
7500 online interviaws. In addition to income breaks, ...

All 2 related - Related web pages

Maijap Purchase Intentions Slide, Survey Says
Twice - Jun 8, 2007

According to BiGresearch’s May Consumer Intentions & Actions Survey, purchase intentions in May

hitp://news.google.com/archivesearch?q=%22consumer+intentions+%20+actions%22&sc...  7/21/2009
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American Intemational Automobile Dealers - News Details
alnda.crg - Aug 14, 2007

Consumer confidence is down in August, according to BiGresearch's (hitp://www. bigresearch.com)
monthly Consumer intentions & Actions Survey (CIA), ...

Related weh pages
Gas Prices Rip Consumers, Bash Roadside Businesses

Consumer Affairs - May 23, 2006
The 2006 Gas Prices Consumer intentions & Actions Survey found more than three-fourths of
American consumers report high gas prices have cut into their ...

All 6 refated - Related web pages

Holiday 2003 looking merry.{consumer spending expected to climb){ ...

Freo with regisiration - Home Textiles Teday - AccessMyLibrary.com - Sep 19, 2003

NRF's first instaliment of the 2003 NRF Holiday Consumer Intentions & Actions Survey wil be released
on QOct. 21, WHERE THEY'LL SHOP Discountars 70% +5% ...

All 3 related - Related web pages

BiGresearch CIA Survey: Toy Safety Weighs on Consumers' Minds

marketwire.cont - Nov 20, 2007

-~ according to the 7982 consumers who participated In BiGresearch's (http://www. bigresearch.com)
Novermnber Consumer intentions & Actions Survey (CIA). ...

Related web pages

NRF Sees Holid les Up 4%

Twice - Sep 30, 2002

... music/book/hobby/ sporting goods stores and apparel stores, and are based in part on its 2002 Holiday
Consumer Intentions & Actions Survey, conducted by ...

All 2 related - Related web pages

Healthy holiday: retail sales to grow 5.7 percent.(total holiday...

Free with registration - Westchester County Business Joumnal - AccessMyLibrary com - Oct 6, 2003
Full results and analysis for the first instaliment of the 2003 NRF Holiday Consumer Intentions &
Actions Survey will be released Oct. 21.

All 7 related ~ Helated web paqes

Holiday sales forecast is encouraging.(Brief article)
Free with registration - MMR - AscesshMylibrary.com - Qct 2, 2006
.. picture of holiday spending later this month when the organization releases its 2006 NRF Holiday

hitp:/mews.google.com/archivesearch7q=%22consumer+intentions+%26+actions%22&sc... 712112009




IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
TRADEMARK EXAMINING OPERATION

IN RE APPLICATION OF: CONSUMER INTENTIONS AND ACTIONS
APPLICANT: Prosper Business Development Corporation
SERIAL NO.: 77/512564

CLASS NO.: IC 035

FILING DATE: July 1, 2008

Law Office: 115

Examining Attorney: Howard B. Levine

AFFIDAVIT OF PHILIP RIST
STATE OF OHIO )

) ss:
COUNTY OF FRANKLIN )

I, Philip Rist, being first duly sworn and cautioned hereby state upon personal knowledge

and belief:

1. I am of lawful age and have personal knowledge of the matters hereinafter
referred to.

2. I am a principal of Prosper Business Development Corporation and serve as the

Executive Vice President of Strategic Initiatives.

3. [ am familiar with the use of the mark CONSUMER INTENTIONS AND
ACTIONS by Prosper Business Development Corporation and BlGresearch, LLC.

4, Prosper Business Development is the owner of the federally registered trademark
“BlGresearch,” Registration Nos. 3554120 and 3414226 which it licenses to its affiliate
BlGresearch, LLC. Prosper Business Development Corporation is the managing member of

BIGresearch, LLC.




5. Prosper Business Development Corporation licenses the mark CONSUMER
INTENTIONS AND ACTIONS to its affiliate BIGresearch, LLC.

6. In accordance with its license from Prosper Business Development Corporation
for at least five years before the date this application for registration was first filed, beginning at
least as early as October 17, 2001 and continuing to the present, BlGresearch, LLC has
exclusively and continuously used the mark SIMULTANEOUS MEDIA USAGE in conjunction
with the services described in the following paragraphs 7 through 9.

7. BIGresearch, LLC has exclusively and continuously used the mark CONSUMER
INTENTIONS AND ACTIONS since October 17, 2001 in conducting periodic on-line consumer
surveys pertaining to various business industries including but not limited to retailers, product
manufacturers, financial institutions and automakers to monitor consumer attitudes, perceptions,
shopping habits, future purchase plans and changing behavior for use by businesses to track and
forecast consumer markets.

8. BIGresearch, LLC has exclusively and continuously used the mark CONSUMER
INTENTIONS AND ACTIONS since October 17, 2001 in analyzing information and data from
its periodic on-line consumer surveys to gain national and regional insights and identify future
trends in retail consumer behavior and political strategies.

9. BlGresearch, LLC has exclusively and continuously used the mark CONSUMER
INTENTIONS AND ACTIONS since October 17, 2001 in providing its analyses, information,
and data via a global computer information network.

10. 1 am familiar with marks generally used in the industry of consumer market

research and have never seen the mark CONSUMER INTENTIONS AND ACTIONS used in




conjunction with any survey of consumer habits, attitudes, perceptions, preferences, shopping,’
etc. other than by BIGresearch, LLC and Prosper Business Development Corporation.

11.  The mark CONSUMER INTENTIONS AND ACTIONS has become distinctive
in the industry of consumer market research and serves to identify BIGresearch, LLC and
Prosper Business Development Corporation as the origin of periodic on-line surveys of consumer
intentions and actions and the services described in paragraphs 7 through 9 above.

12.  The National Retail Federation is the world's largest retail trade association, with
membership that comprises all retail formats and channels of distribution including but not
limited to department, specialty, discount, catalog, Internet, chain restaurants, drug stores and
grocery stores. For the past five years, the National Retail Federation has subscribed annually to
the Consumer Intentions and Actions survey and' receives its monthly analyses and reports which
it provides to its members under the source name, BIGresearch. Under this agreement, the
National Retail Federation further subscribes to customized questions in the Consumer Intentions
and Actions survey and is permitted to associate its name with the results of such customized
questions and has done so continuously for the past five years.

13.  Early subscribers to the monthly survey results of the Consumer Intentions and
Actions survey include Harte-Hanks, PepsiCo, General Mills, and Discover Financial Services.

14.  The results from the Consumer Intentions and Actions survey have been publicly
quoted by various media and trade sources including but not limited to In-Store Marketing
Institute, Restaurants & Institutions, BNET Industries, National Retail Federation, Badgett’s

Coffee Journal, www.mindbranch.com, NewsBlaze, LLC (www.newsblaze.com), Twice

(www.twice.com), Reuters, Marketwire, Inc., MediaPost, Travel Industry Wire, Mr.Web Lid.,

W




and Internet Retailer. (See also Applicant’s Request for Reconsideration filed of even date

herewith.) It has even been referenced in the French web publication, www.seniorscopie.com.

The undersigned being warned that willful false statements and the like are punishable by fine or
imprisonment, or both, under 18 U.S.C. §1001, and that such willful false statements and the like
may jeopardize the validity of the application for registration or any registration resulting
therefrom, declares that all of the foregoing statements of my own knowledge are true and all
statements made on information and belief are true.

Al b

Philip Rist
7f2efo7

Date
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Best and worst places to shop
Surveys: Wal-Mart, Target win customer service bragging

rights; Amazon, Barnes & Noble score online.
September 1, 2004: 10:30 AM EDT i
By Parija Bhatnagar, CNN/Monegy staff writer

(e T ARYERUISEMERT T

NEW YORK (GNN/ ey) What's the quickest way for
a retailer t6%€H00 a JE‘% potenﬂal customers? Belleve it
or not, it's not necessarily with prices but with bad
customer service.

Consider this; If you're not
typically a high-end shopper,
but you wander into a luxury
store elther by accident or by
design, a welcoming staff that
greets you and discreetly offers
assistance may coax you into buying an item or two, and may
even make you feel good about it.

souRES BOREREAREN

Q-tips Cotton Swabs,
On the other hand, If you're watched like a2 hawk from the 500 ea
moment you arrive and spoken to rudely - or are blatantly 4%
ignored -- there's little chance you'll fork over your hard-

eamed dollars, no matter how much you love their stuff.

*Obviously price Is key to determining where people choose
to shop. But after that, it's customer service,” sald Phil Rist,
vice president of strategy for market research firm
BiGresearch.

,...,_.,‘,_.,...__,..__....,,.,

with too many retaliers chasing too few consumer dollars, Rist
says, merchants can get a leg up on the competition, If they
learn to court the customer in simple ways.

He lists a helpful and polite staff, well-organized and clean
stores as desirable attributes that can go a long way In winning
over shoppers.

*Shopping Is a sensory experience,” said Rist. "People are
subconsciously recording things like the layout of the store, the
lighting, whether the aisles are overflowing, whether the prices
are clearly indicated and how easy or difficult it is to find a

i product every time you visit a store.”

Wai-Mart, Target earn bragging rights
In its latest ranking of retailers, BiGresearch evaluated some

of the nation's largest chains in terms of the appearance of
thelr stores and the behavior of the sales staff.

According to firmis-Gonsumerdntentions.8-Actions: Survey,.
which.polled 8,701 consumers.between ]
J iscounters Wal-mart (WMT: Research, Estimates) &

hitp://money .cnn.com{2004/08/27/news/fortune500/best_worstshops/index.htm 6/16/2009
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(TGT: Research, Estimates) took the top two slots in a ranking
of top 20 retailers with the most courteous employees.

BEST AT DISPLAYING Home improvement leaders Home
PH?“S&LS_:!E.PHWES Depot (HD: Research, Estimates)
P andLowe's (LOW: Research,
3. Farget Estimates) followed at third and
- Costea fourth, respectively. Some factors
WORST AT DISPLAYING that a;mo r::d eo );e th st,
) PRODUCTS AND PRICES Yyed people the most,
1. Bollar Geacral even prompting them to switch to
§.)8{m:l:-ri another store, were rude
3.8 15
S imon 4, dolis srores behavior, salespeople who were

unfriendly or weren't around to
help and staff that wasn't knowledgeable about the store or the
products.

However, high-end retailer Nordstrom (JWN: Research,
Estimates) and wholesale clubs Sam's Club and Costco (COST:
Research, Estimates) scored in the bottom tier of the top 20
ranking.

In a separate survey, BlGresearch polled 9,252 consumers
from July 1 to July 9, asking which stores they found to be the
. best and worst in merchandising their products and how they
would describe the overall *look" of the store.

Nordstrom redeemed itself, taking the top siot in this survey,
followed by Best Buy (BBY: Research, Estimates) and Target.
Among the laggards were Dollar General {(DG: Research,
Estimates) and Kmart (KMART: Research, Estimates).

"You can't expect a store to look absolutely perfect, but the
one that surprised me was Kmart," said Rist. "Kmart Isn't a flee
market-type store. It needs to do a much better job in making
its store more attractive to customers.”

Amazon reigns; Wal-Mart is asleep at the Web

With online shopping nibbling away at the overall $300 billion

! retail ple, market research firm Vividence recently came out

] with its first-ever annual ranking of 20 top online merchants,

2 grading them on attributes such as customer experience, visual
H appeal of the Web site, efficiency of the Web site's search

! engine and overall ease of use.

: "We looked at 20 leading EQ!P 5&531;’:1&?&‘8 o
i online retailers from multiple CUSATIUMER e XPERENCE:
! categorles,” sald Liz Edison, L AmEsis
' director of syndicated research 2 5 & Noafe
; with Vividence. "We tracked ‘i PG
| consumers as they navigated 5 Lo e
i the different sites and § ETAILERS WITH LOWEST
. measured thelr experience SCORES IN TERMS OF -
| using a number of benchmarks CUSTOMER EXPERIENCE:
. such as a Web site's success or ; ?;fé:"v
' faliure at converting browsers 3. Norston
Into future buyers.” 4. JC Penney

sowon
vivienoe 5. Costeo

| The results of the survey, which polled 2,000 consumers from
July 9 to July 16, awarded Amazon.com {AMZN: Research,
Estimates) top honors as the best place to shop online.

"The visual appeal of Amazon.com really stood out," said
Edison. "The site offers 360-degree viewing of products and
very detailed descriptions. The one-click checkout process is
efficient and easy to navigate, and its search engine is pretty
fast.”

http://money.cnn.com/2004/08/27mews/fortune500/best_worstshops/index.htm
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Barnesandnoble.com, eBay (EBAY: Research, Estimates) and
electronic retailer Circuit City (CC: Research, Estimates)’s
online stores also scored high marks. However, Best Buy, JC
Penney (JCP: Research, Estimates), Nordstrom and Costco
missed the mark.

“Costco's search engine Is poorly designed and the Web site
overall doesn't engage the user,” sald Edison. "Best Buy's
offline stores may perform better, but online the retailer lost
out to Circuit City in terms of customer support, visual appeal
and the purchase process.”

Wal-Mart also ranked in the bottom tier (14th on the list), The
Vividence survey found the retail behemoth had one of the
poorest buyer conversion rates. The study sald consumers
were particularly frustrated with the design and organization of
Wal-Mart's Web site, as well as the abllity to browse and
search for products. =

--*Disclaimer

CRwve TS CEIRMLTHE CEMPRINTTHIS € LY MOSTPOPULAR

More on NEWS TODAY'S TOP STORIES
» Wholesale price report shows «» Why gil is on the rise again
inflation in check

« Stocks advance on housing starts
« Homebuilders breaking ground

Housing starts ratchet up In May
Best Buy profit slips, shares plunge

© 2009 Cable News Nebwork. A Tima Warner Company. Al Rights Reserved. Terms under which this servics is provided 10 you. Privacy Policy

Home Portfolic Calculetors Contact Us Newslelters Podcasts RSS Mobile Widgets Press Center Site Map User Preferences
Advertise wih Us Magazine Cusiomer Service Download Fortune Lists Reprints Caresr Opportunities Special Sections Conferences Busmess Leader Council

Live Quotes automatically reiresh, but individual equities are deleyed 15 minuters for Nasdac, and 20 minutes for other exchangss. Market indexes are shown in reel tima, 8xcapt for the DJIA,
which is dsfayed by two minutes. All times are ET. .
* : Time reflects local markets trading time. { - Intraday data delayed 15 minutes for Nasdaq, and 20 minutes for other exchanges. Drsclaimer
Copyright © 2008 BigCharts.com Inc. Al rigits reserved. Please sae our Terms of Use.M , the Mar logo, and BigCharts are registered \radem_alks'ol MarketWatch,
Inc.intraday data provided by interactive Data Real-Tima Services and subject to the Terms of Us2.Intraday data Is at ieast 20-minutes delayed. All times are ET Historical, cmreng end-of-
day data, and splits data provided by Interactive Data Pricing and Reference Data.Fundamental data provided by Morningstar. Inc. SEC Fiings data provided by Edgar Online
inc..Eamings data providsd by FactSat CallStreet, LLC.

http://money.cnn.com/2004/08/27/news/fortune500/best_worstshops/index.htm 6/16/2009




" Coffee News Tips Humor

coffee experts at The Coffee Review, an online publication that rates
and reviews coffees. In a recent taste test, the Starbucks coffees
scored higher than their McCafe equivalents, though neither company's
offerings earned gold stars.

Berkeley, CA (PRWEB) May 28, 2009 -- In a recent tasting of McCafe
and Starbucks coffee drinks conducted by editors of The Coffee
Review, Starbucks coffees earned higher marks than those from
McDonald's, though none of the drinks truly impressed the expert
tasters. )

We gave a slight edge to Starbucks, though some may prefer the more
coffee-muted McDonald’s version with its larger proportion of milk to
coffee.

the difference in caffé lattes was subtle, perhaps not worth fussing
over for most palates, although we found the Starbucks version livelier
and more nuanced.

The quality of the products varied by the type of drink. According to
Mr. Davids, who has published three books on gourmet coffee, for the
cappuccinos "We gave a slight edge to Starbucks, though some may
prefer the more coffee-muted McDonald's version with its larger
proportion of milk to coffee.” He added that “the difference in caffé
lattes was subtle, perhaps not worth fussing over for most palates,
although we found the Starbucks version livelier and more nuanced.”

More >>

posted by Robert @ 5/29/2009 1 comments 4

BiGresearch: Coffee Wars, Starbucks Still #1,
McDonald's #2 and Rising, Dunkin’ Donuts #3

Analysis Profiles McDonald's & Starbucks Coffee Drinkers

COLUMBUS,.OH-:(Marketwire - May. 28,.2009).; McDonald's is waging an
all-out assault on the coffee industry, and they seem to be gaining
ground in the battle of the baristas. Although Starbucks is stilt #1 (9.2%
of consumers frequent the coffee house most often for their java fix),
McDonald's has consistently grown since May of 2007, according to an
analysis of BiGresearch’s:May.2009-Consumer Intentions.& Actions (CIA)
Survey (http: //www.bigresearch.com). With the roll out of a B
multiptatform ad campaign estimated at more than $100 million, the
Golden Arches will likely continue to buitd momentum.

More >>

posted by Robert @ 5/29/2009 0 comments [

http://www.aboutcoffee.net/index.html
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SPRING FEVER?

I opened this morning’s e-mail and found the April 2009 Executive Briefing from BigResearch—

specifically its Consumer Intentions & Adtions Survey.

In a nutshell, it found that 26 percent of the 8,000 consumers it surveys each month now
tndicate they are “confident/very confident” in the chances for a strong economy. Up from a
month ago.

While that won? necessarily translate into more consumer spending—In fact, the survey also
noted that 56 percent sald they are following a "practical and realistic” budget focused on needs
rather than wants—it ends by noting that the 90-day outiook for homne improvement spending is
up from last month, too. That is, more respondents said they plan to spend more on home
improvement over the next 90 days than those who said they would spend less.

If this Is Spring Fever, let's hope there’s no cure!
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Press Release
Four Out of Five Americans Say Economy

Affecting Back-to-School, College Plans
07.14.09, 12:01 AM EDT

‘f‘ BusinessWire - The rules of back-
BismessWire  0-9¢hool shopping have officially

changed: buy only what you need,
check for coupons and sales before hitting the stores, and, if
you can find the perfect computer at the right price, grab it}
Acconding to the National Retall Federation’s 2009 Back to
School Consumer Intentions and Actions Survey, conducted by
BlGresearch, the average family with students In grades
Kindergarten through 12 s expected to spend $548.72 on
school merchandise, a declina of 7.7 percent from $594.24 in
2008. Total spending on back to school is expected to reach
$17.42 biltion.”

2008 back-to-cofiege and back-to-school spending combined
will total $47.,50 billion.

e e e e ey

According to the survey, the . Article Controls

economy is having a major impact o EMAL

on back-to-school spending as four | £ prer

out of five Americans (85%) have | B ermnr i
made some changes to back-to- { v NEWSLETTER :
school plans this year as a result. o ;
Some of those changes impact OHMENTS i
spending, with 56.2 parcentof | - STARE [
back-to-schoal shoppers hunting | "MOO'RE

for sales more often, 48.6 percent

planning to spend less overall, 41.7 percent purchasing more
siore brand/generic products and 40.0 percent are pianning fo
increase their use of coupons. Others say the economy has
impacted lifestyle decisions, with 11.4 percent saying chiidren
will cut back on extracurmricular activities or sports and 5.7
percent saying that the economy is impacting whether their
children will atiend a private or public school.

“The economy has clearly changed the spending habits of
American familles, which will fikely create a difficult back-to-
school season for retailers,” said Tracy Mullin, President and
CEO of NRF. "As people focus primarily on price, strong
promotions and deep discounts will ultimately win over back-to-
achool shoppers this year.”

Spending in most back-to-school categories is expected to
decreasa, with one bright spot: electronics. With personal
laptops and desktop computers increasingly affordable for most
famifies, spending on electronics and computer equipment is
expectad to increase 11 percent. According to the survey, the
averags family plans o spend $167.84 on those purchases,
compared 1o $151.61 last year. Families will aiso spend an
average of $204.67 on clothing and accessories, $83.59 on
shoes, and $82.62 on schoo! supplies.

While discount stares (74.5%) will be the most popular
destination for back-to-schoof shoppers, the number of people
planning to buy school items at drug stores is expected to rse
substantially, According to the survey, nearly a quartsr {21.5%)
of families will shop at drug stores for back-to-school, an 18
percent increase over last year's 18.2 percent. Drug stores have
became more popular recently as their merchandise mix has
broadened beyond health and beauty products to include school

supplies, small electronics, and even groceries. In addition to
discounters and drug stores, more than half of back-to-school

http://www.forbes.com/feeds/businesswire/2009/07/14/businesswire 126680784 .html 7/21/2009



shoppers will head to department stores (54.4%), nearly half
(48.4%) will shop at a clothing store and 41.2 percent will visit
office supply stores. Additionally, 22.2 percent will shop online,
20.8 percent will shop at electronics stores and 18.2 percent will
shop at a thrift store.

Related Stories

Avoiding Clown College

America's 28 Best Places Ta Move

Simpier College Ald Form Would Help Middle-Class Savers
Do Americans Trust Their Machines?

The Power Of The Top 1%

Related Videos

Benefiting From A Lower Dollar
Yahoo, Apple Earnings Tuesday

How To Steer Your Portfollo

Week Ahsad: Microsoft, Yahoo!, AT&T
Making the Paralyzed Walk

“Americans will be looking far | pate This Story

and wiie for the best back-to- o
school deals, using YourRating - R
newspaper ads, online OveraliRating * """ . "

promotion cades, andalotof |~ e
comparison shopping before Reader Comments

making decisions,” said Phil Comment On This Story
Rist, Executive Vice President,
Strategic initiatives, BlGresearch. "This year, many parents
hope to bagin back-to-school shopping early to spread the
spending out over a longer period of ime.”

While the first days of school may seem eons away, many
Americans have already started shopping. According to the
survey, the majority of Americans (44.4%) will begin their
shopping three weeks io one month before school starts, trying
to take advantage of retailers’ early promotions and spend over
time. An additional 31.8 percent will shop one to two weeks
before school starts and 2.5 percent will shop after school
starts, hoping to take advantage of clearance sales and
postpone purchases as long as possible.

Average College Spending increases Siightly, Students More
Likely to Live at Home

Even with the uncertainties the economy continues to present,
college-bound students and their families are prepared to shell
out a litthe extra this year, NRF's back-to-college survey,
conducted by BiGresearch, found that college students and
their parents will spend an average of $818.12 this year, up
three percent over last year's $599.38. With fewer psople
planning to attend coliege this fall, total college spending is
expected to decrease to $30.08 billion*.

While the number of people atiending undergraduate schools is
not expectsd to change significantly, according 1o the survey,
the amount of people who say they will participate in an
advanced degree program is expected to drop this year (48.1%
of respondents last year versus 38.9% this year).

*The econormy is forcing young aduits to make hard decisions
about which schools to attend, where to live, and what's really a
"necessity” for college,” said Tracy Mullin, President and CEQ
of NRF. "This year, college students are just as focused as thelr

| Forbes wnen NETWORK
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parents on finding good deals and making smart choices with
their money."

As with people who have schookaged children, 83 percent of
Americans with students already in or planning 1o attend college
say they the economy is impacting back-to-college plans**.
According to the survey, back-to-college buyers say the
economy will cause them to spend less overall (48.0%), shop
for sales more often (46.1%), and comparative shop with ad
circulars/newspapers (30.8%). The economy will also cause
some students to make do with iast year's school items
(33.8%), share or borrow textbooks instead of buying new ones
(17.4%), and will impact students’ choice of college (15.0%).

In addition, 12.8 percent of survey respondents say the
sconomy will impact where a student lives, with many choosing
to save money by living at home. Nearly three out of five
(58.5%) college students will be living at home this year,
compared to 54.1 percent last year and 49.1 percent in 2007.
As a result, fewer students will ive in a dorm room or coflege
house (15.8% vs. 18,0% in 2008) and in off campus apartments
of homes (22.4% vs. 24.3% in 2008).

"Parents want to give their children everything necessary for the
bast ed , bult, this year, fiving at home may needtobe a
concession %ﬂ'ggﬁ L <aid Phil Rist, Executive
Vice President, Stggiegig Initiatives, BIGresegmpirsfhe trend of
students fiving with their parents will dispraportionately impact
home furnishings ?81%5_ as fewer people n%g be purchasing
kitchen items, home decor and fumniture.”

Much like back-to-school shoppers, families of college students
will heavily increase their dependence on drug stores this year.
According to the survey, 23.4 percent of back-to-college buyers
wilt shop at drug stores, a 38 percent increase from last year's
14.3 percent. Back-to-coliege shoppers will purchase from
discounters (53.4%), college bookstores (44.5%), department
stores (43.1%), and office supply stores (32.5%) most
frequently.

As In previous years, families of freshmen wili spend the most
on back-1o-college purchases ($820.77 on average), largely due
to major purchases of computer and dorm furnishings.
Sophomores will spend the second-highest amount ($496.18),
followed by juniors ($470.56), then seniors ($442.00).

Coliege students and their familias will spend an average of
$118.56 on apparel, $57.85 on shoes, $34.52 on collegiate
gear, $61.05 on school supplies and $80.08 on dorm or
apartment furniture. Spending on electronics or computer-
related items is increasing for students ($266.08 on electronics
compared to $211.89 last year) as laptops become a
requirement for many colleges and universities across the
country.

About the Survey

NRF's 2009 Back to School and Back to College Consumer
Intentions and Actions Surveys were designed 1o gauge
consumer behavior and shopping trends related to back to
school spending and back to coliege spending. The surveys
were conducted for NRF by BiGresearch. The poll of 8,367
consumens was conducted from June 30 - July 7, 2009. The
consumer polls have a margin of error of plus or minus 1.0
percent.

BiGresearch is a consumer market intelligence firm that

http://www.forbes.com/feeds/businesswire/2009/07/14/businesswire 12668 0784.html
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12:provides unique consumer insights that are gathered online
utilizing very large sample sizes, BiGresearch's syndicated
Consumer Intentions and Actions survey monitors the pulse of
more than 8,000 consumers each month to empower its clients
with unique insights for identifying opportunities in a fragmented
and changing marketplace,

The Natlonal Retail Federation is the world's largest retall trade
association, with membership that comprises all retail formats
and channels of distribution including department, specialty,
discount, catalog, Intemet, independent stores, chain
restaurants, drug stores and grocery stores as well as the
industry's key trading partners of retail goods and services. NRF
represents an industry with more than 1.8 miltion U.S. retalt
establishments, more than 24 million employees - about one in
five American workers - and 2008 sales of $4.6 trillion. As the
industry umbrella group, NRF also represents more than 100
state, national and international retail associations,

* Total spending is based on extrapolation of population 18+

™ This is the first year the question about how the economy
would impact spending was asked. As a result, comparable
numbers are not available.

View compiete back-to-school and back-to-college survey
results,

SOURCE: National Retall Federation

National Retall Federation Kathy Grannis, 202-783-7971
grannisk@nrf.com
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U.S. Consumers Far from Being Spooked this Halloween

Thursday , Ostober 04, 2007

Desple shaky sconomic news recently, U.S. consumers are not
expesctied 1o be soared off this Halloween, a new survey shows.

person plans to spend $64.82 this Halloween, up
mm 3.in 2008, accosding to the National Retail Federation's
Wmm and Actions Survey, conducted

Almost 80 parcent of consumers will celebrate in some way,
Mlﬂ ovtimatert tolal of $5.07 billion on costumes, candy,
and decoralions.

“Hallswesn should give retallers a nice boost in sales as they
open the crucial feusth quarter,” said Tracy Mullin, president and
CEQ of the Washingion-based National Retail Federation.

With nesely 34 percent of adults planning to dress up, Halloween
ie no longer just for the Kide. In fact, 18-24 year-olds will spend
more than any olher age group this October, the survey says.

While the average pessan will spend $23.33 on costumes — including children's and pet's costumnes — 8~ to. 24-year-chis
will apend an avemge of $34.06 on the perfect getup.

Diminishing consumer confidence will not have a negative effect on Halloween spending, acoording W Phil Rist, vice
presidertt of skalegy for BiGresearch.

“Hatioween.is often a twe for consumers to set aside their real concems to focus on the imaginery,” Rist said. “As aews
sbout he economy #eeds the airwaves, many Americans want to take a break from reality to hawe & it of fee.”

BiGresearch polled 8,877 consumers for the survey.
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Recovery here? Not quite yet

Although retsil sales are up slightly, key segments show no gain

ASSOCIATED PRESS / DAMIAN DOVARGANES
Buy photo
Elaine Pasquini leaves an H&M store on the Third Street Promenade in Santa Monica, Calif., this week. Analysts say positive signs from car sales and
higher gas prices arc outweighed by a slip department store sales, Even the back-to-school outlook is lower.

By Toni Whitt

Published: Wednesday, July 15, 2009 at 1:00 am.
Last Modified: Tuesday, July 14, 2009 at 8:21 p.m.

Any small sign that the economy is about to turn around is a reason to celebrate, but analysts say that a boost in retail spending from May to June does
not merit the bottle of bubbly.

Related Links: The rise is largely based on higher gas prices and people buying new cars at bargain-basement prices.

Graphics gone from spending 6 percent more than they make to saving 7.5 percent of their salaries, noted Howard
Davidowitz, chairman of Davidowitz & Associates Inc., a retail consulting and investment banking firm in New York.

« Retail sales monthly report AP | Consumers are deeply entrenched in a bargain-hunting mode that is unlikely to change anytime soon. They have

On Tuesday, the government reported a 0.6 percent rise in retail sales, better than the 0.4 percent gain that economists had expected. It also marked the
second consecutive increase, boosting hopes that the economy may be on the verge of a rebound.

But a closer look at the reasons - a surge in gas prices and the best showing at auto dealerships since January ~ may temper that hope.

In June, sales of autos and auto parts jumped by 2.3 percent, the best showing since January. But auto sales remained 14.5 percent below their year-ago
level.

Dodge was selling off its entire inventory. Chrysler and General Motors were in bankruptcy and dealers were just trying to get rid of what they had.

Consumers were driven to dealerships by the idea that they could take advantage of fire sales, said Jessica Caldwell, an industry analyst for
Edmunds.com.

"Bankruptcy' is a negative term, but it did spur a lot of interest and lot of deal-seekers out there,” she said, adding that there were big fluctuations in the

http://www.heraldtribune.com/article/20090715/ARTICLE/907151025/2107/BUSINESS?... 7/21/2009




Recovery here? Not quite yet | HeraldTribune.com | Sarasota Florida | Southwest Florida's... Page 3 of 6

prices people paid.

*Some people heard the words 'bankruptcy’ and ‘dealers closing’ and they didn't do their homework. They ended up paying a lot. On the other hand, we
had consumers who did a lot of rescarch and got some smokin’ deals,” Caldwell added.

Given the current mind-set, there is little reason to think a consumer-driven end to the recession is at hand, said Britt Beemer, a retail analyst and the
founder of America's Research Group.

“We're in the middle of one of the largest free falls in three decades,” Beemer said.
Reviewing June's retail numbers, Beemer said he “did not see a single category where sales were up over last year."

In the government's month-to-month comparisons, sales at general merchandise stores, the category that includes giant retailers like Wal-Mart, fcll by
0.4 percent following an even bigger 1.7 percent decline in May.

Things are not expected to improve with the traditional back-to-school season, Beemer said. People might be shopping more than a year ago, but they
will still be bargain-hunting.

The National Retail Federation, usually the most bullish of prognosticators, has a similar prediction for the season, which usually means retail sales
second only to Christmas.

The federation's "2009 Back to School Consumer Intentions and Actions Survey" - released Tuesday ~ found that the average family expects to spend
nearly 8 percent less on back-to-school supplies than in 2008. Eighty-five percent of consumers said they would cut back.

"The bottom line is the American peopie are scared out of their wits,"” Davidowitz said.

*That's why we have saving - and that's deadly for retail."

This story appearcd in print on page C5
All rights rescrved. This copyrighted material may not be re-published without permission. Links are encouraged.
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Recent results for ‘consumer intentions’

® Jun, 8, 2009 NPD_Group survey_offers a glint of a_growing

retail market

& Apr. 9, 2009 Customers show their intentions with paid
search—and retailers reap_rewards

® Apr. 9, 2008 Marchex Adhere Adds 16 Premium Web Sites to

Its Vertical Advertising Network

® Mar. 31, 2009 DemandTec Selects Weather Trends International i
for Weather Forecasting and Insights H Acqu"‘e
# Feb. 12, 2009 Expecting less Valentine’s Day spending,. retailers : more
get creative with Cupid ! t
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BiGresearch opens office in the Big Apple

Guide to Retail Web Site Design & Usability
“7 Sirategies, Practives & Tools far Designing Profitable Web Sites

Guide to Retail Web Site Design & Usability

Consumer research firm BiGresearch has opened a new office in New
York City and hired Holly Williams to run it. She will have the titie of vice
president of sales.

“Holly is a distinguished performer in the information services industry
with a background of accomplishment at AOL, Arbitron, Experian and
comScore,” says Gary Drenik, president and CEO of BlGresearch.

The company, based in Columbus, OH, says the new office will allow it to
better serve its growing customer base in the New York area.
NSARBER Sk \&‘(

BiGresearch's products include the monthly ‘conEmarhtentions:
sAGtionRs SUVEY on tonsUMers mogds and spending-plans,.and the
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The BlGresearch Consumer Intentions & Actions Survey Of
Over 8,000 Consumers Surveyed From 12/5 to 12/13:

* 18.9% of consumers continue to worry about political and national security

issues, down slightly fram 20.2% last month.

* 40.8% of consumers declare they've become more practical in the last 6
months, down about a point from last month (41.6%) and almost full 5
points from last year (45.5%).

* And 50.2% of consumers still say they focus more on needs over wants in
purchases, but fewer are doing so compared to fast month (51.3%) and last
year (55.2%)

* 32.7% of consumers contend they'll decrease overall spending in the next
3 months, a rise from 31.4% in November, but still less conservative
compared to last year (35.2%). Pay down debt still the top financial plan at
36.7%, flat with last month. Increase savings (29.3%) and pay with cash
more (22.6%) also level with November

* While the number of drivers impacted by fluctuating gas prices remains
relatively stable from last month and last year at 70.6%, the rising average
price at the pump is breeding a pessimistic outlook on future prices.

For more complete details in this report, please go to BIG here.
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Surveys Show Boomers Drive U.S. Consumer Confidence, Remain Nation's Wealthlest Consumer Group

New Book Also Released by Founders of the Boomer Project: Retailers Remain Focused on Younger Age Groups,
Despite Boomer Weaith, Spending and Attitudes

RICAMORD RS (MaTKetwireuly=1272007) - The Baby Boom drives U.S. consumer confidence more
dramatically than any othes generation, remains the most affluent spending group, but is Increasingly ignored
by the nation's marketers and retailers as it ages, according to two national surveys and the findings of a new
book rejeased today by the Boomer Project.

According to the Department of Labor’s Consumer Expenditure Survey, America’s 78 million Baby Boomers
born betwesn 1946 and 1964 outspend other generations by an estimated $400 biflion each year on consumer
goods and services. They remaia the largest, wealthiest and most influential consumer group in the United
States. And, perhaps even more importantly, thelr opinlons and beliefs about the direction of the U.S. economy
drive national consumer confidence scores, according to the Boomer Project, the nation's leading authority on
marketing to today's Boomer Consumer, based on its new analysis of research among more than 7,000
consumers.

er Confidence by Generation

_Tracking,

This analysis represents the first major finding from a new strategic partnership between the Boomer Profect
and BIG h, the Worthington, Chio-based consumer Intelligence firm that helps companies from Wal-Mart
to Wal Street keep pace with changing consumer behaviors.

For each of the last nine months, according to the monthly BiGresearch.Consumer [ntentions & Actions™ (CIA)
study among more than 7,000 consumers, Boomer Consumers report lower scores than bot der and younger
generations when It comes to their confidence in the U.S. economy over the next six months. In fact, Boomers Qlick here for detalls
so dominata the economic scene that when thelr opinions fluctuate up or down, 50 does the nationa! score. The

CIA survey studies economic and individual factors driving consumer purchase dedsions.

"rhis is hard proof that today's cider Boorners stilt fuel the U.S. economic engine,” sald Matt Thomhilll, president of the Boomer Project. "Let’s hope this wakes up the
remaining skeptics who think marketing and retailing is all about the young -- it Isn't. Boomers are still critically important consumers.”

Concurrent with the surveys, Thormhlll and business partner John Martin have released a new book, “Boomer Consumer, Ten New Rules for Marketing to America’s
Largest, Wealthiest, and Most Influential Consumer” (LINX, July 2007). This easy-to-read book for compani and orgar trying to figure out how to best cannect
with today's older Boomer Consumer Is already parnering attention and praise:

Ken Dychtwald, Ph.D., Founder and CEO of Age Wave, author of "Age Wave," “Age Power,” “The Power Years" and "Workforce Crists™:

“For more than 30 years, through my writing and public speaking, I've been attempting to wake b and org: Jons up to the enormous soctal, political and
marketplace power of the Boomer generation, I have found "Boomer Consumer” to be an exceptional resource. Every page provides clear thinking, fresh Insights,
imaginative suggestions and most importantly, actionabie advice regarding the steps to take Immediately to selze the enormous Boomer opportunity. Thornhili and
Martin have done thelr homework. These guys get it; and you will too once you read this book.”

“Boomer Consumer” is on sale at Amazon.com and Barnes & Noble.com and bookstores everywhere.

According to the Boomer Profect’s analysis of the BIG data, current consumer confidence in the economy for the next six ths is down C bly from where k was
six months ago, In January 2007.

Percent *Very confident" or

*Confident® in their feelings

about chances for a strong

economy in the next 6 months Januvary 2007 June 2007 pifference

All Respondents 50.5% 43.9% -6.6%

Boomers 47.1% 39.6% -7.5%
“This suggests that retailers are in for a tough second half of 2007, especiatly those retailers still Ignoring any consumer over the age of 49," said Thornhill, "rhlr:gs
could be especially difficult in the Northeast, where only 32.5% of Boomers tell us they are confident in the prospects for the economy over the next six months.

"What's alarming [s that Boomers are more negative about the economy's prospects than the other generations, and usually Boomers are accused of being overty
optimistic and positive," saki “Boomer Consumer™ co-author John Martin.

“This Is exactly the type of insight we expected the Boomer Project would uncoves from our rich consumer Intelligence when we partnered with them,” said Gary Drenik,
president of BIGresearch. "The generational trends they've uncovered from our datasets should help marketers and retailers get smarter about how to more effectively
sell to consumers at any age.”

High resolution Image: www.boomerproject.cop/images/consumer_confidence_june_07.1pQ i
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More information at www.boomerproject.com and www.boomercansumer.com. Contact Matt Thomhill, 804-690-4837.

The Boomer Project is the leading national authority on marketing to today's Baby Boomers, Its research and insights help marketers better understand the mindset of
America's largest and most important demographic segment. The Boomer Project is an Initiative by SIR Research, one of the nation's oldest and most experienced
marketing research companies.

BlGresearch is a market intelfligence firm providing analysis of consumer behavlor In areas of retail, finandal services, automotive, and media. The syndicated Consumer
Intentions and Actions Survey (CIA) monitors the pulse of more than 7,000 consumers each month. The syndicated Simultaneous Medla Usage Susvey (SIMM) monitors
more than 15,000 consumers twice each year to identify opportunities In a fragmented and changing marketplace including the media.

BlGresearch's methodology provides the most accurate consumer information in the industry with a margin of error of +/- 1 percent.

Contact:

I Matt Thornhill |
| 804-690-4837 |

Qﬁmog this ¥ Bookmark with del.icio.us ﬁAdd to Newsvine

‘:Tcr.hnorati: baby boomers boomers boomer

IClick here to see all recent news from this company

Privacy Statement | Terms of Service | Sitemap |© 2009:Marketwire.dncorporaied=All rights reserved.
Your newswire of choice for expert news release distribution.
1-800-774-9473 (US) | 1-888-299-0338 (Canada) | +44-20-7562-6550 (UK)
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Women Tightening Purse Strings For Next Six Months TR YOouR BRAND.
. SHOULDN'T YOU |
The latest BiGresearch study, and light-hearted analysis on the i CONTROL WHERE
State of the US Consumer in June 2007, says that when it comesto | W ; ’ 5 i
today’s consumer, it's difficult to figure out which way is up. It gets " i !T S SEEN ONLINE? i
even more perplexing when the voices of consumer experts, Wall | i
Street analysts and media talking heads chime in. ; g |
i . ) 1
; . R/ ;
Many consumers are feeling confused and wonder why they feel = SOW&T &8 %{;é T !
bad when the experts say they should feel good. Away fromthe .. 0 7T g
land of econometrics and modeling lies a different world - Main | RELATED ARTICLES i ;
Street USA, where over 70% of the economic activity takes place |4 sqveniser as i Take 60 Seconds fo & wbe |
by its inhabitants who are known as consumers...real consumers ¢ ::: ;:dm:l dendt l Build Your """“’"‘ » w3
who Live thelr daily Lives without benefit of historical econometric | * ¢ 2 Yi9e0 s ! N, I
models or knowing what the price of a barrel of oft is. | 3 Getting The Last Lauch !
! 4, Bezos Down On Google Book T T ckives "—'"‘;
On Main Street USA, consumers worry about today's price fora ~ : Settiement : » June 2009 !
gallon of gas, how high it will be tomorrow or what impact it will 5. 1th€™s Deja YouTube AR Over ( » Moy 2009 !
have on their budgets. They are concerned about thefr grocery 442 y| 2009
bills, which keep going up, and they want to find the retailer that - g = Aprt 2009 !
has the best quality at the lowest prices for Junior's new school | j = March 2 !
autfit, BGresearch's JunesGonsermerintentionss.Actions Survey ;i Web U: Learning to Crawl First » February 2009 !
(C1A) explores the complex and ever-changing world, known as + 2. Search Site Rolls Twiitter, i ] pdanuang 2003____“___-_.,-- e e
consumer, lAmazon, Yahoo, eBay, MSN into One : (:,AllAﬂ;thﬁS e e
 Eyer -Popping Result |
Reported is the collective wisdom of over 7,500 consumers from i ;mﬂ;ﬁng’:{"a?‘esﬁ‘;‘: '
isnluneClASynveysresponding to their own situations,  iooing to make agn imprg:sinn :
whlch BiGresearch believes they know best. Not included is the ‘4 Mm‘u ches Ad Effect!
voice of the experts in these findings, notes the report. R;ﬁm L ectveness
5. Report: Consumers Maki }
« Women are least confident in the economy over the next 6 ' ! Time For Video 3 Maldng More 2
months followed by consumers with incomes below 550,000 ' ¢ ¢ roav | aunches Buy Local
Men are most confident. I mma::: y e v !
o Shopping trips are being impacted by higher 2as PriceS @5 7, pear Bev: "OMG | can't wear flip- |
41.9% of consumers say they are taking fewer trips and i flops 2 work?” How do ) keep my Gen ©
40.1% are shopping closer to home. : Y employees buttoned up? :
o Overall 72.9% of the people think gas prices will be higher by 8. Spam King Faces Hard Time
July 4th. 77.8% of consumers who have a student 10an think {g_ gas station TV, Toyota Drive New
gas prices will increase over this time frame and the average ; Prius’ Show :
price will be $3.39 a gallon. | 16. Customer Loyalty: How To Earn |
o 39.9% of the respondents believe the stock market . e ]
accurately reflects the strength of the economy and 60.9%
said it doesn't.
o 32.3% of all women respondents plan on decreasing spending over the next 3 months and
32.9% of consumers with incomes over $50,000 said same.
e Future purchase intentions for durables such as computers, furniture, appliances, home
improvements, TV, digital cameras, and housing all are up from the previous month (May)
indicating consumers may have some pent up spending to do in the 3rd and 4th quarter of
the year.
For a detailed table of responses from BlGresearch, please click on this URL link.
G This commentary is insightful. | recommend it to gthers.
One comment on "Women Tightening Purse Strings For Next Six Months™
PEedith Lockwood from M
commented on: June 26, 2007 at 9:09 AM
Gas prices are fluctuating upward and do affect the entire cost of goods and services. It is a daunting thing to
live with every day and I, for ane, have definitely changed my spending habits (downward), If I were a window,
and we can assume this to ba the case, the cost of energy will direct the national economy to a downward spin.
bttp;//www.mediapost.com/publications/2fa=Articles:showArticle&att 4id=62874 6/16/2009
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Retail 3.0: We're ready to
celebrate on the Fourth

By Donna Kato
Mercury News

Posted: 07/02/2008 12:00:00 PM PDT

Updated: 07/05/2008 04:29:43 AM PDT

Related coverage

e Retail 3.0 columns

More Americans are feeling the need to get into a
celebratory spirit and the Fourth of July is the day
they’re planning to do so.

Pent-up demand for a good time amid the ongoing
bad news about the economy means more people
are planning to enjoy Fourth of July festivities this
year than they did last year, according to the
National Retail Federation's 2009 Independence Day
Consumer Intentions and Actions Survey.

With the holiday falling on a Saturday also coming
into play, 144 million people said they will host or
attend a cookout, barbecue or picnic this year,
compared with 139 million people in 2008,
according to a poll conducted by the trade group in
conjunction with BlGresearch, a consumer research
firm.

Asked how they plan to spend the Fourth, almost 63
percent of survey respondents said they would be
enjoying a food fest of some sort and 42 percent, or
98 million people, said they would be attending a
fireworks display or community celebration. About
11 percent plan to travel.

“Americans are ready to kick-start summer and

celebrate Independence Day,” said retail federation
President and CEO Tracy Mullin.

We're a patriotic group when it comes to the
holiday, enthusiastic about waving flags; donning
red, white and blue clothes; and displaying
Americana decorations, according to the poll. More
than 121 million of us own an American flag, 89
million have patriotic apparel, 58 million own
decorations and 25 million have bumper stickers

or car decals related to patriotic themes. According
to the survey, 14 percent of consumers plan to
purchase additional patriotic merchandise this year.

"Retailers will be stocked with supplies for every
celebration, from farge family cookouts to trips to
the beach,” Mullin said.

Whether going to the beach or mountains, the cost
of gas may affect holiday travel plans. While pump
prices are still far below last year's levels, a recent
uptick is making many consumers pause before
packing. According to the survey, 44.5 percent of
Americans will change their plans for this weekend
because of higher gas prices. But a greater number,
55.5 percent, say increased gas prices will not affect
their travel plans.

"With July 4 falling on Saturday this year, many
Americans will use the holiday as the perfect excuse
fo relax with family and friends," said Phil Rist,
BiGresearch's executive vice president for strategic
initiafives. "With gas prices on the rise again, some
Americans will opt to spend the weekend close to
home, taking advantage of neighborhood gatherings
and local celebrations.”

The poll of 8,635 consumers was conducted from
June 2 {0 9.
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April 15, 2004 MindBranch® Partners with Mintel
Agril 8, 2004 New CRM Technologies For Pharmaceutical industry

February 2,2004  CAPIS to offer electronic independent Research Network

2003 Press Releases:
October 10,2003  Dennis Allard Joins MindBranch, Inc. Team is Optimistic About '04

Growth Path
July 25, 2003 ValuEngine Beats the Bear Better than Zacks
July 25, 2003 Consumers fo Spend Over $14 Billion on Back-to-School

Merchandise, According to NRF
—Teens and Chiidren to Add Additional $750 Million—

June 2, 2003 Jeff Bezos' big revelation in May 2003 was BlGresearch's
recommendation to e-tailers in March 2001.

May 28, 2003 Independent Research Platform - Ready for Wall Street?
Small Company Has the Solution for Research Distribution

May 12, 2003 Can ValuEngine Inc. help restore Wall Street's credibility?

http://www.mindbranch.com/about/press_releases.jsp 6/16/2009
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[X] industry Research Reports and Research Index | Publishers | My Account | Contact Us | About MindBranch
Market Analysis at MindBranch.com

| Welcome Guest (LoginRegister) | EO jtems

Advanced Search > | Tips >
]
Contacta Home > About MindBranch > Market Research Publishers
Research Assistant
US 800-774-4410
or +1-240-747-3094 BlGresearch
Search Assistance >
' E} BiGresearch
' Matching Industries
Consumer Products BIGresearch is a consumer intelligence firm providing analysis of
& Retail24 behavior in areas of products and services, retail, financial services,
Food3 automotive, and media. BIGresearch conducts the Consumer
Pharmaceutical] Intentions and Actions (CIA) Survey which monitors more than
8,000 consumers each month. The CIA delivers fresh, demand-
Shopping & Stores4 based information on where the retail consumer is shopping and

their changing behavior. Unlike indicators based on past

. performance, this data brings intelligence on where the retail
About MmdBral-'nch consumer is going, their intentions and actions. BIGresearch also

; grovcr]r{ut;ent Services conducts the Simultancous Media Survey (SIMM) of more than

’ L JeS§ ROEAses 15,000 consumers twice each year. BIGresearch methodology

Publi . - . s
| 8?;;(:?[%;?:9& provides the most accurate consumer information in the industry
§ Publisher Sign-Up with a margin of error of +/- 1 percent.

20 publications
Title Published [} Price
1 BlGresearch Retail Ratings Reports - w3 0.2009-.....$2,000.00

Linens/Bedding/Draperies

The Retail Ratings Reports (RRR) are a monthly
scorecard for the retail industry to determine the top
performers from the consumer’s point of view.
These reports are generated from BIGresearch's
monthly.Consumer Intentions & Actions more...
Published by: BIGresearch | Search inside this
report

2 BIGresearch Retail Ratings Reports - Health & Jun2009  $2,000.00
Beauty Aids
The Retail Ratings Reports (RRR) are a monthly
scorecard for the retail industry to determine the top
performers from the consumer's point of view.
These reports are generated from BlGresearch's
monthly Consumer Intentions & Actions more...
Published by: BIGresearch | Search inside this
report

file://Q:\6 - Share Deavers\PROSPER BUSINESS DEVELOPMENT\Consumer Intentions... 6/16/2009
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BlGresearch Retail Ratings Reports - Home Jun 2009
Improvement/Hardware

The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer’s point of view.

These reports are generated from BlGresearch'’s

monthly Consumer Intentions & Actions more...

Published by: BIGresearch | Search inside this

report

BIGresearch Retail Ratings Reports - Groceries Jun 2009

The Retail Ratings Reports (RRR) are a monthly
scorecard for the retail industry to determine the top
performers from the consumer's point of view.
These reports are generated from BIGresearch's
monthly Consumer Intentions & Actions more...
Published by: BIGresearch | Search inside this
report

BlGresearch Retail Ratings Reports - Jun 2009
Electronics

The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer's point of view.

These reports are generated from BlGresearch's

monthly Consumer Intentions & Actions more...

Published by: BlGresearch | Search inside this

report

BIGresearch Retail Ratings Reports - Jun 2009
Prescription Drugs

The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer's point of view.

These reports are generated from BIGresearch's

monthly Consumer Intentions & Actions more...

Published by: BlGresearch | Search inside this

report

BIGresearch Retail Ratings Reports - Children's Jun 2009
Clothing

The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer’s point of view.

These reports are generated from BIGresearch's

monthly Consumer Intentions & Actions more...

Published by: BIGresearch | Search inside this

report

BIGresearch Retail Ratings Reports - Women's Jun 2009
Clothing

The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer's point of view.

These reports are generated from BlGresearch's

monthly Consumer Intentions & Actions more...

Published by: BlGresearch | Search inside this

report

Page 2 of 5

$2,000.00

$2,000.00

$2,000.00

$2,000.00

$2,000.00

$2,000.00
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BiGresearch Retail Ratings Reports - Children’s Jun 2009
Toys

The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer’s point of view.

These reports are generated from BlGresearch's

monthly Consumer Intentions & Actions more...

Published by: BlGresearch | Search inside this

report
BlGresearch Retail Ratings Reports - Sporting  Jun 2009
Goods

The Retail Ratings Reports (RRR) are a monthiy
scorecard for the retail industry to determine the top
performers from the consumer’s point of view.
These reports are generated from BiGresearch's
monthly Consumer Intentions & Actions more...
Published by: BlGresearch | Search inside this
report

BlGresearch Retail Ratings Reports - Shoes Jun 2009
The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer's point of view.

These reports are generated from BIGresearch's

monthly Consumer Intentions & Actions more...

Published by: BlGresearch | Search inside this

report

BlGresearch Retail Ratings Reports - Men's Jun 2009
Clothing

The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer's point of view.

These reports are generated from BlGresearch's

monthly Consumer Intentions & Actions more...

Published by: BlGresearch | Search inside this

report

BIGresearch Retail Ratings Reports - Women's May 2009
Clothing _

The Retail Ratings Reports (RRR) are a monthly

scorecard for the retail industry to determine the top
performers from the consumer's point of view.

These reports are generated from BIGresearch's

monthly Consumer Intentions & Actions more...

Published by: BIGresearch | Search inside this

report

BIGresearch Cross Shopping Report Feb 2009

Retail spending is moving in new and different
directions and consumer confidence is in a state of
flux. The Consumer Intentions & Actions (CIA)
market intelligence service from BlGresearch taps
the minds of over 8,000 more...

Published by: BlGresearch

BlGresearch China Quarterly - Q4 2008 Jan 2009

Page 3 of 5

$2,000.00

$2,000.00

$2,000.00

$2,000.00

$2,000.00

$249.00

$4,000.00
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The China Quarterly provides insights on affluent
Chinese consumers between the ages of 18 and 34
years old. This segment represents an estimated
population of 370 million, with 190 million being
men. This group of more...

Published by: BIGresearch | Search inside this
report

16 Economic Qverview and In Depth
Children's Toys
Economic Overview and In Depth Analysis into
Children's Toys offers a comprehensive view of the
Children's Toys industry through the eyes of the
consumer, and an overall look at how that consumer
is being impacted more...
Published by: BIGresearch | Search inside this
report

nalysis into Dec 2008  $4,000.00

17 Economic Overview and In Depth Analysis into Dec 2008  $4,000.00
Health & Beauty Aids

Economic Overview and In Depth Analysis into
Health & Beauty Aids (HBA) offers a
comprehensive view of the Health & Beauty Aids
industry through the eyes of the consumer, and an
Published by: BIGresearch | Search inside this
report

18 Economic Overview and In Depth Analysis into  Nov 2008 $4,000.00
Children's Clothing
Economic Overview and In Depth Analysis into
Children's Clothing offers a comprehensive view of
the Children's Clothing industry through the eyes of
the consumer, and an overall look at how that
consumer is being impacted more...
Published by: BlGresearch | Search inside this
report

19 Economic Overview and In Depth Analysis into  Oct 2008  $4,000.00
Grocery
Economic Overview and In Depth Analysis into
Grocery offers a comprehensive view of the
Grocery industry through the eyes of the consumer,
and an overall look at how that consumer is being
Published by: BIGresearch | Search inside this
report

20 BlGresearch China Quarterly - Q3 2008 Oct 2008  $4,000.00

The China Quarterly provides insights on affluent
Chinese consumers between the ages of 18 and 34
years old. This segment represents an estimated
population of 370 million, with 190 million being
men. This group of more...

Published by: BlGresearch | Search inside this
report

Title Published (I Price
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Daily Research News Online no. 6038 - US Consumers Feel Better
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Page 1 of 1

Mrieb Home ' Mews (DRNO}

US Consumers Feel Better

US consumer confidence continues to rise, according to the BiGresearch Executive Briefing for October. Half of
consumers {49.9%) say they are confident or very confident in the chances for a strong economy in the next six
months, up from 43.4% last month and 37.6% a year ago.
BIGresearch8/EonRsumerInSAtGNS STACHBHS STHVEFEWRTED monitars over 8,000 consumers each month, cites
declining gas prices and the approach of the holidays as reasons for the more cheerful results. Although consumers
are reporting more practical purchasing behaviour than last month (43.3% say they have become more practical in
purchasing, up from 39.7% in September), the figure was up over half this time last year (50.1%) so holiday spending
may be higher than in 2005.

BiGresearch says consumers are also slightly happier about the empioyment outiook for the next six months. Only
33.2% contend there will be ‘more’ layoffs, down from 44.5% last year; while 4.8% express concems about being laid
off themselves, down from 5.3% last year.

The company is online at www.bigresearch.com.
BlIGresearcho.. All news._MrWeb info

Simple printable version of this article.
Email this article to a friend.

Register for News emails

©MiVeb 1192008

http://www.mrweb.com/dmo/news6038.htm
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BiGresearch’s May Retail Ratings: #1 Best Buy, #2 Walmart and #3 Amazon Growing for Electronics

Walmart Leads Walgreens and CVS for HBA

a Néw Prize, One-third (33.2%) of adults shop Best Buy most often
el Your Friends for Electronics, and their consumer preference share is
3., Win More!" growing, according to the May Retail Ratings Report
mus, Tshirss, from BlGresearch (hitp/Aww.bigresearch.com). But
on.ofm the big box isn't the only retailer to see growth in
ELECTRONICS
CONSUMER PREFERENCE
SHARE
Store May. 2008 May. 2009 +/- CEI*
Best Buy 29.0% 33.2% 4.2 11446
Walmart 16.3% 20.2% 3.9 123.59
Amazon 1.0% 2.4% 1.3 229,43
Target 2.2% 2.8% 0.6 127.66
Sears 2.3% 2.7% 0.5 120.68
Sam’'s Club 0.8% 1.0% 0.3 132.45
Radio Shack 0.9% 1.1% 0.2 122.63
Costco 1.2% 1.2% 0.0 104.08
Internet ¢.89 0.9% 0.0 104.49
Fry's 1.4% 1.4% 0.0 100.22

*CEl measures growth in share of consumer preference year over year. An index of 100 is fiat, while an
index of 105 indicates 5% growth,

Sowrce: BlGresearch Retall Ratings Report, May 09

in May, Walmart is #1 for electronics purchases among shoppers wha report a househoid income of
fess than $50,000. The discounter showed growth in consumer share (25.6% n May 08 t0 28.7% in
May 09) with a CE of 112.18, while consumer preference for Best Buy declined slightly for this
segrent (27% in 08B to 28.5% in 09).

It doesn't appear that any retaller will claim Walmart's Health & Beauty Care crown anyfime soon, The
big discounter leads with 31.4% shopping there most often, more than triple the share of #2
Walgreens:

HEALTK & BEAUTY AIDS

CONSUMER PREFERENCE

SHARE
Store May. 2008 May. 2009 +/- CEI*
Walmart 27.2% 31.4% 4.2 115.49
Walgreens 7.2% 8.6% 1.5 120.55
Target 5.3% 6.6% 1.2 123.28
Dollar 0.68% 1.0% 0.4 165.72
General
cvs 7.2% 7.6% 0.4 104.92
Costco 0.93% 1.1% 0.2 125.09
Rite Aid 2.7% 2.7% 0.0 98.87
Avon 0.9% 0.9% -0.1 91.18
Meijer 1.1% 1.0t -0.1  92.42 .
Kroger 1.3% 1.18 -0.2 84.31

Source: BlGreseau;h Retall Ratmgs Reporf May

R

earch.com/

Send to a friend

Support Qur Troops, Read Thele Stories

E] Newsletter logo I
L o d Sebroch News Doily News

bogkmark this page

H You Den't
Drink Yerve it's

LIGHTS

€pE)'ee

Edtorial Cartoons
Wet Paint Cartoon Strips
Political Carfoons

NewsBiaze on Twitter
NewsBlaze on Facebook
NewsBlaze on MySpace

fix] newsietter togo

Related Items

21st Century Breakdo..
Amazon Kindle Leathe...
Big Whiskey and tt
. Black Gives Way To B...
Gran Torino
(Widescr... Jikan Micha
= 3... Kodie DX: Amazon's ..
Kindle: Amazon's 6*
. Kissof Midnight Liber

and Tyranny:.. Seria
amagonconT
‘Mm o Pr

v‘vl_«ﬁ‘ i G

Gy v mener
i .‘
Pray Ui i AR with pos
*RRCHEN: 10 JHOMMOULlY NG
perfect gift ideas
forany 6ocagien.

ﬁ 4‘-‘5' 5§§J’ $o
coaeeE .e_z'%:.
Writers Wanted
Help NewsBlaze provide di
news, including top stories, F
and Garden, Technology, 1

Environment and more.
NewsBlaze Writer

Rejevant Sites:

6/16/2009




BlGresearch's May Retail Ratings: #1 Best Buy, #2 Walmart and #3 Amazon Growing fo...

BiGresearch’s Retall Ratings Reports (RRR) are available monthy for 12 major merchandise
categories. They are developed from BiGresearch's monthly Consumer Intentions & Actions (CIA)
Survey of over 8,000 online interviews.

About BiGresearch

BiGresearch Is a consumer intelligence firm providing analysis of behavior in areas of products and
services, retall, financial services, automnotive and media. BiGresearch conducts the monthly
Lonsumerintentions-and :Adions‘Surve%(clA)LgLss,ow respondents and the semi-annual
Simultaneous Media Survey (SIMM) of 15,000+ respondents. More information is avallable at
http:/iwww.bigresearch.com

Comment on this story, by emall comment@newsblaze.com
Click hera ta get NewsBlaze News in your emall
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National Retail Federation - Consumer Intentions and Actions Video Briefing Page 2 of 2

E‘—J Image: Text decoration - bullet . . .
Consumer Intentions and Actions Video

NRE Retail-Reference.Center
Briefing

Consumer Intentions and Actions Video
Briefing

Monthly = | Video Briefing

BlGresearch's-Gonsumer-Intentions-&-Actions Survey moniters over 8,000 consumers each month
providing unique insights & identifying opportunities in a fragmented and transitory marketplace.
Watch the highlights from the most recent survey in the video briefing.

ﬁ Mayzot}s- Gresearch

Email to Friend | Printer Friendly

Subscribe to the NRF News Feed

o325 7th Street, NW Suite 1100, Washington, DC 20004 oPH: 1-800-673-4692 cFax: 202-737-2849
oContact Us cEmail

Copyright 2009 National Retail Federation

Terms & Conditions

Login
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Sign up for Facebook to connect with National Retail Federation.
)
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- 2 The National Retail Federation is the |
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| comprises ok retail formats and

; channels of distribution.
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~National Retail Federation | Facebook Page 2 of 4

National Retail Federation  Just fans

Xy National Retail Federation NRF invites you to submit questions ahead of time
NRF for the upcoming webinar on Surviving and Thriving in the “New Economy.”

3 Retail's BIG Blog | Susviving and Thriving - A preview
-; Source: biog.nrf.com
' On June 23rd NRF's SVP and CIO Dave Hogan will moderate a webinar entitied Surviving and
i Thitving In the New Economy. Joining him in the discussion will be
Z:35pm

N National Retail Federation NRF Organized Retail Crime survey finds criminals
>NRF view global recession as opportunity to abuse retallers and shoppers

NRF 2009 Organized Retail Crime Survey
Source: Www.nif.com
e

From MRF. This survey was conduded Apeit 21 - May 12, 2009.

Senior loss prevention exacutives from 115 individual retailers

participated, The purpose of the annuai organized retail crime

= survey Is to understand the impact of this issue on retailers aross
the country.

June 10 2t 12:02pm

Q National Retail Federation In NRF's Organized Retail Crime survey, released
>NRF today, 92% of retailers report being victims of organized retall crime In the last
year, and they say the problem is getting worse.

§ www.wrf.com
E Source: www.asf.com

June L0 at 6:53am

% Delrdre at 10:17am Jmne 10

: This is a vidous cycie because the expense of protecting their
: h assets creates fiscal pressure that's often to higher retatl

| prices or “re-organization”; either solution leads to less

| people shopping and unfortunately, more resorting to
unethical behavior.

-~ National Retail Federatian NRF, along with other influential assoclations, sent a

)NRF letter ta the PCI Security Standards Coungit and credit card executives outlining
several guidelines that could be implemented immediately to make PCI more
effective and cost efficient.

| Letter o the PCI Security Standards Council

§ Source: waw.nif.com

¢ In an effort bo create more transparency and darity in how data security standards are

| developed, several trade associations representing merchants ranging from retall, restaurants
} and hospitaiky sent ...

June 9 at 12:45pm

ST

SNEY\hdEG BREfAG ST BIGrESEarch:
i ¢ jons and Actions Video Briefing
1 Source: www.arf.oom
| From BiGresearch. BIGresearch's Consumer Intentions & Actions Survey monitors aver 8,000
1
1
i

> ‘ National Retall Federation They
NRF

consumers each month providing unique insights & identifying apportunities in a fragmented
{ and transkory marketplace. Watch the highlights from the most recant survey in the video
briefing.
Wned a7 38em

i
X

8

) National Retall Federation
NRF

Dream Employers | NRF Foundation Biog

Saurce: hlog.niffoundation.com

‘} ¥ you could name your Dream Employer, who would 1t be, and why? Businessweek recently
{ ran a story about Universum USA's annual survey of 60,000

May 29 at 1:51pm

Sarah likes this,

President of Government Relations, Steve Pfister has made The Hill's list of top
trade association lobbyists in Washington.

Retail's BIG Blog | NRF's SVP for Government Relations named top lobbyi

} National Retail Federation For the fifth year in a row, NRF's Senjor Vice
NRF

http://www.facebook.com/pages/National-Retail-Federation/63302908343 6/16/2009
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Radio @ Sales Today

TR P,

JFrom the Radio-Advertisitig Bareausrucy,

CONSUMERS EXPECT FURTHER GAS PRICE HIKES AND
CONFIDENCE DROPS

Cansumer expectations are for gas price increases up to $3.32 a gailon
by Father's Day (June 17th), according to BIGresearch's May Consumer
lntentlons & Actions Survey (CIA) of over

EReN]

A —~”1£Ef:vgy,,_‘,ﬁ

"The expectation of ever-increasing gas prices has seeped into consumer
attitudes toward the economy as consumer confidence declined to 44.6%
in May, versus April's 46.5%," said Gary Drenik, President & CEO of
BlGresearch. "With expectations for even higher gas prices, consumers
continue to look for ways to stretch their paychecks by deferring
purchases," said Drenik.

The consumer market that has been keeping the economy growing may
be running out of gas. The trend of spending more than is earned may
have hit a wall with 33.3% saying they are worse off financially than they
were a year ago. In addition, pncmg sensitivity for apparel purchases
increased in May, with 18% saying they only buy on sale, up from April's
16.8%.

How are consumers coping with higher gas prices?

All Northeast Midwest South
West
Buying more store brand/generic products 222%  17.5% 25.7% 24.0%

20.3%
Doing more comparative shopping onfine ~ 16.8%  16.0% 17.6%
168% 16.6%
Doing more comparative shopping with

ad circulars/newspapers 23.3% 214% 25.5% 24.2%
20.9%

Shopping closer to home 37.9% 33.8% 38.5%
40.7% 36.9%

Shopping for sales more often 30.7% 28.7% 33.6%
31.3% 28.6%

Shopping more online 13.3% 13.8% 12.3%
145% 124%

Taking fewer shopping trips 402% 34.2% 43.0%
43.0% 38.3%

Using coupons more 235% 224% 24.8%
248% 212%

Consumers in the Midwest are more pessimistic in their responses to gas
price impacts and financial well being, as more Midwesterners said the
following:

"~ Gas prices would impact Memorial Day spending (47.1%)

LTS e

Tuesday, May 1 5 2007

Page 1 of 2
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Related Stories
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@ NTR Tip of the Day |

Ideas, information and
insight from RAB's
experts-in-the-field. The
Non-Traditional Revenue

" Tip of the Day is presented

by independent
professionals on the
cutting edge of new
business development,
including Co-op, Event
Marketing and
manufacturer-funded

- plans.

X Da’(y Sales rvp

As important as breakfast!
These bits of sales wisdom
come from sales experts in
myriad sales professions.
Managers will find these
especially helpful for
motivation, inspiration,
and developing sound
coaching techniques.

Take these ideas and run!
Get those creative juices
flowing and put your own
spin on these examples of
commercial copy that
works and promotions that
perform for Radio stations
and their advertisers
around the world.

Sign Up to Receive RST
via Email!

RAB Classifieds: Your
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- Radio Sales Today

-- They will be driving less (42.7%)
— They will be taking fewer shopping trips (43%)

- They are deferring purchases of clothing (27.2%) and dining out
(32.7%)

— They are decreasing overall spending (29.7%)
- They believe the price of gas will reach $3.36 / gallon by Father's Day
- They feel worse off financially than a year ago (37.4%)

{Source: BlGresearch &/14/07)

http://www.rab.com/public/rst/rst_new/rstarticle.cfm?id=1210&type=article2

Page 2 of 2
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R&I Research: Low Consumer Confidence, Not Menu Pricing, Hurts Most - 4/10/2008 - ... Page 1 of 3
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R&! Research: Low Consumer Confidence, Not Menu Pricing, Hurts
Most

Foodservice operators say consumers(] fears about financial well-being and
economy, not menu prices, are the biggest challonge now. Haif the operators
surveyed say they have lowered menu prices in order to bulld customoer traffic.

By Staff - Restaurants & Institutions, 4/10/2008

Foodservice operators say consumers' fears about financial wek-being and
the economy, not menu prices, are the biggest challenge now. Half the
operators surveyed say they have lowered menu prices In order to buikt
customer traffic.

When R&l this month asked a sampling of operators which change woukd
be most fikely to increase their customer traffic over the next six months,
69.5% said higher consumer confidence and optimism about the economy would heip the most.

Unfortunately, consumer confidence appears to be in short—and declining—supply. Columbus, Ohio-
based BIGResearch this week released fs late sTCHRBIMORIMBHIIONE & ACHONE SUFvey -Which aids:s,

«BL23% of consumers sy ¢ confident oc very confident about 98 for a strong

'ecmomy during the next sbt months That B oes than half of 1 the 46.5% ex ks '“"ﬁ(f“’“

about the economy In April 2007,

In R&i's study, the percentage of operations with average checks

above $10 citing i d consumer confidencs as the change that | Consumer Confidence ingex

would most build traffic was 71.6%; among those with checks below | 45 | ©

$10, it was §6.7% Opevators in the Northeast are the most R

concemed about consumers’ attitudes, with 80% saying more ® N ‘~\

consumer oplimism woukl best boost traffic, E4] <
s ~

Only 17.2% of operators say that lowering entrée prices on menus JASONDIFN

would most help bring back customers, Among chain-restaurant Source: The Conference Board
operators, 21.4% say lowering prices is the way to go, compared
with only 15.1% of independents.

Lower gasoline prices woukd be a help according to 60.2% of respondents, and 53.3% say that an
Increase in consumer discretionary income would have the most positive effect.

Rising food costs make it difficult for foodservice operators to lower menu prices,
and only 50% of the operators surveyed say they have done $0. But 29.7% say
they have cut prices for al least some dinner entrées, and 26.6% say they have
done so for at least selected lunch-menu items,

Dinner and lunch price cuts have been initiated by larger percentages of
operations with average checks leas than $10 than of restaurants with $10+
checks.

Breakfast entrée prices have been trimmed by 10.9% of operators; desserts by 12.5%; appétizers by
11.7% and nonalcoholic-beverag prices by only 7%.
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—-~-=~Its sales growth began outpacing that of Wal-Mart as shoppers loaded up
on its trendy clothes, handbags and home decor.

But the efforts also cemented the notion in shoppers' minds that while
Target is a discount retaller, its prices may not be as low as its
competitors,

‘Aecording-to-BIGresearchis July-Consumer. Intentions & Actions SURVeYy..a
the 1,050 female shoppers who said they buy clothes only on sale listed
Wal-Mart and Kohl's Corp (KSS.N) as the two retallers where they shop
most frequently. Target ranked fourth, behind J.C. Penney Co Inc (JCP.N).

That is now an Issue as Target’s middie-income shoppers, squeezed by

http://www.reuters.com/article/reutersEdge/idUSN2426815220080724 6/16/2009
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higher food and fuel prices, the crumbling housing market and rising
mortgage payments, have aiso become bargain hunters.

Rather then splurge on higher-profit goads like cashmere sweaters or
metallic handbags, they are leaning toward basics, like laundry detergent
and household cleaners. Continued...
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But with the U.S. consumer spending slowdown shawing no signs of
abating, Target needs to ratchet up its low-price theme to convince
shoppers it has mastered low prices on necessitles, like food and
toothpaste, the same way it mastered cheap but chic fashion and home
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higher food and fuel prices, the crumbling housing market and rising
mortgage payments, have also become bargain hunters,

Rather then spiurge on higher-profit goads like cashmere sweaters or

metallic handbags, they are leaning toward basics, Itke laundry detergent
and household cleaners. Continued...
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United States
Baby boomers : rich, affluent, and ignored by retailers

Misendigne le 21/408/2007

Studies reveal that the U.S. Boomers are the most affluent and the wealthiest age group. But in spite of this,
retailers do not seem to mind them much,

The baby boom drives U.S. consumer confidence more dramatically than any other generation, remains the most affluent spending group,
but is increasingly ignored by the nation's marketers and retailers as it ages, according to two national surveys and the findings of a new
book released today by the Boomer Project.
According to the Department of Labor's Consumer Expenditure Survey, America's 78 million Baby Boomers born between 1946 and 1964
outspend other generations by an estimated $400 billion each year on consumer goods and services. They remain the largest, wealthiest

- and most influential consumer group in the United States. And, perhaps even more importantly, their opinions and beliefs about the
direction of the U.S. economy drive national consumer confidence scores, according to the Boomer Project, the nation's leading authority
on marketing to today's Boomer Consurner, based on its new analysis of research among more than 7,000 consumers.
This analysis represents the first major finding from a new strategic partnership between the Boomer Project and BlGresearch, the
Worthington, Ohio-based consumer intelligence firm that helps companies from Wal-Mart to Wall Street keep pace with changing
consumer behaviors.
For each of the last nine months, according to the monthly BIGresearch Consumer Intentions & Actions (C1A) study among more than
7,000 consumers, Boomer Consumers report lower scores than both older and younger generations when it comes to their confidence in
the U.S. economy over the next six months. In fact, Boomers so dominate the economic scene that when their opinions fluctuate up or
down, so does the national score. The CIA survey studies economic and individual factors driving consumer purchase decisions.
Concurrent with the surveys Matt Thomhill, president of the Boomer Project, and business partner John Martin have released a new book,
"Boomer consumer, ten new rules for marketing to America's largest, wealthiest, and most influential consumer”. This book is aimed at
companies and organizations trying to figure out how to best connect with today’s older boomer consumer
According to the Boomer Project’s analysis of the BIG data, current consumer confidence in the economy for the next six months is down
considerably from where it was six months ago, in January 2007.
"Retailers are in for a tough second half of 2007, especially those retailers still ignoring any consumer over the age of 49", said Thornhill.

(MarkerWirs 0771772007 : "Surveys show boomers drive U.S. consumer confidence, remain nation's wealthiest consumer group™)

© @ Bayard2009*
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Malap Purchase Intentions Slide, Survey Says

By Aian Wolf — TWICE, 6/6/2007 12:41:00 PM

Columbus, Ohlo — Consumers are cutting back on thelr plans to purchase major appllances and to
make major home improvements as sky-high gasofine prices continue to depress discretionary
spending and consumer confidence, a new study shows.

According to BiGresearch's May Consumer inlentions & Actions Survey, purchase intentions in May for
big-ticket investments iike cars, fumiture, majaps and home remodeling wers ail down from April, while
prices at the gas pump continued to rise.

“It's tough for customers to think about making big ticket purchases and long-term debt obiligations
when daily budgets are being stretched to thelr limits with no end in sight,” sald Gary Drenik,
president/CEQ of BiGresearch, 8 market intefligence firm based here that provides analysis of
consumer behavior. "Gas price increases have entered unchariered territory as consumers anticipated
prices ta reach $3.32 a gaflon by Father's Day. With prices for mid-grade and premium gas topping
$3.41 and $3.54 s gallon and $3.22 for regular according to AAA, consumers underestimated how high
gas prices would go and are making changes to their purchase behaviors o cope.”

Specifically, only 5.9 percent of the 8,353 consumers surveyed in May said they plan to make a major
appliance purchase within the next six months, down from 7.4 percent in April. Majaps showed the
biggest decline compared with home improvements (9.6 percent, down from 10.5 percent}, fumiture
(8.5 percent, down from 9.9 percent) and autos (10.9 parcent, down from 11.6 percent).

The reluctance to spend was mirrored by a drop in consumer confidence. Only 22.8 percent
said their personal financial situation has improved compared to last year at this time, while
33.3 percent said they are worse off. Just under 44 percent said their financial situation
remained unchanged.
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on, Ohio — More than 55 percent of consumers shop for electronics products most often at
Bast Buy and Wal-Mant, a new survey shows,
According to a poll of more than 8,000 shoppers conducted March 3-8 by BiGresearch, nearly 35

percent said they visited Best Buy most frequently for their CE needs, while more than 20 percent went
to Wal-Mart. Both numbers were up from the year-ago period, the market research firm said.

Amazon.com, widely consiiered a third bastion of CE retail, came in sixth place in the poll, with 2
percent of respondents citing the e-taller as their go-to destination for electronics.

Moving to third place was Target, which was named by 2.8 percent of CE shoppers in the unaided
survey, followed by Sears at 2.5 percent.

Circuit City's remaining stores drew 2.2 percent of those surveyed, while Costco came in seventh place,
with 1.7 percent of CE shoppers. However, BiGresearch projects that the warehouse club and Amazon
will both rise in the rankings over the ensuing months.

Separately, BlGresearch’s monthiy EOHSEMALIHeHIONS & AN SUNEFABI I estagiihat the
recession is permanently changing buying behaviors. More than 90 percent of respondents said they
will be more thoughtful when spending over the next five years, with 48 percent planning to stick to a

budget, 46 percent expecting to dine out less and 43 percent vowing o not incur a targe credit card
debt.
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As Fed Meets, Survey Shows Savers
are Confident About Their Financial
Health to Weather Any Storm

A recent survey from online savings bank WTDirect shows
that Americans who are saving feel confident sbout thelr
financial health regardless of changes in the economy. While
expecting a rise in inflation, the majority of respondents
remaln positive about thelr savings strategy and their ability
to reach savings goals. Additionally, the majority of those
polled anticipate an Increase in interest rates, which is seen
as good news for savings account holders.

ﬁﬁiﬁéﬁé}fﬂbﬁid’ﬁ'e”'é-:ziz;sﬂ'ﬁﬁzﬁ-,}Money might not buy
happiness but it does build confidence, according to research
conducted by WTDirect, the online savings division of
Wilmington Trust FSB. As the Federal Reserve meets today,
Americans who have saved money In a 401(k) or savings
account this year may have future concerns about Inflation,
but they are saving with confidence and feei good about their
financlal health. In fact, over 80 percent of savers surveyed
say they feel the same or greater confidence in their financial
health this year than last year.

ThesWIDirect:SaverGonfidence:Survey;performed by
BIGresearch, a consumer Intelligence firm, finds that most
savers are savvy about economic indicators, with two-thirds
taking notice of when the Federal Reserve meets to set
interest rates and a similar number expressing some degree
of confidence in today’s economy. Yet confidence today
doesn't mean savers are completely bullish on the future,
with sixty-three percent expecting infiation to rise. On a
positive note, nearly half expect the Fed to increase rates
this year, which is seen as good news for savers.

Regardless of the expectation of economic changes ahead,
savers don't seem to fear for their financial health. Seventy-
seven percent of respondents to the WTDirect Saver
Confidence Survey are planning to stick with their current
savings strategy next year. Only 17 percent stated they will
move money into less risky investments and less than half
are considering any new savings instruments next year.
Rather, they will continue to engage In positive financial
behaviors, with nearly haif of respondents expecting to save
more and two-thirds expecting their debt to be lower next
year.

. "We are encouraged to see that Americans who save report

being more confident regardiess of economic fluctuations,”
said Rebecca DePorte, senlor vice president of Personal
Financlal Services, Wilmington Trust. “It's clear that effective
saving goes a long way toward bullding financial confidence.
Savers feel prepared, no matter what might happen.”

With respect to their financial goals, most savers surveyed
report that retirement is their top objective and nearly three-
quarters feel either confident or very confident that they will
have saved enough to retire when they want. While not
necessarily reacting to every fluctuation in the market, these
savers are still realists. Should they start to fall short of thelr

retirement goal, 49 percent plan to work longer or harder.
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Spendipg;and- 9 year ‘0f:those
polled;less-than one-third are 'savers'. Thirty percent plan to
decrease their overall spending and try and save more over
the next few months. One-third are currently paying down
debt, a smart move to help them fare better with the
expectation of changes in the economy.

*In times of economic uncertainty, consumers should plan
ahead and consider the best options to protect savings,” Ms.
DePorte said. "Placing money in a high-yield savings account
featuring instant access and predictable returns can help
protect assets through turbulent times.”

To support Americans to save with confidence, WTDlirect
offers an FDIC-Insured, high-yield online savings account
with a 5.26 percent variable APY (a consistently high rate
offered since 11/13/06) on balances of $10,000 or more, In
addition to this rate consistency, the account features
personal customer service and high transfer limits to provide
flexibility to savers who are managing larger deposits.

Key statistics from WTDirect Saver Confidence Survey:

e 50 percent are aware of Federal Reserve Bank
meetings; 21 percent know exactly when it convenes

e 44.5 percent expect an Increase in interest rates this
year

e 67.2 percent express some degree of confidence in the
current economy

* 56 percent are not considering any new savings
instruments next year

e 45 percent expect to save mare next year; nearly 63
percent expect debt to be lower

e 78 percent report retirement as top savings goal; 73
percent feel confident or very confident they will
achieve that goal

Key statistics from the BIG Consumer Intentions & Actions
Panel:

s 27 percent are savers (those who saved 10 percent or
more of their income last year)

o 47 percent have focused spending on "needs” more
than "wants” eariler this year

e 35.2 percent plan to pay down debt this year

s 38 percent plan to save more next year; 50.8 percent
plan to borrow less

Methodology: BIGresearch is a consumer intelligence firm
providing insights and analysis of consumer behavior in areas
of retail, financial services, automotive, and medla. BIG
conducts the Consumer Intentions & Actions Survey (CIA)
which monitors the pulse of more than 7,000 consumers
each month. The CIA dellvers current, demand-based
information on what the consumer is doing (retail, financial,
dining, gas prices) and how their behaviors are changing
each month. The data provides intelligence on where the
consumer is golng, thelr intentions and actions. The
BIGresearch methodology provides the most accurate
information in the industry with a margin of error of +/- 1
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percent.

BlGresearch conducted the WTDIrect Saver Confidence
Survey online by polling 1,056 Americans over the age of 18
who indicated they put money Into savings instruments in
2007. The survey was conducted June 11-13, 2007 to gauge
savers' feelings on the economy, the Federal Reserve and
their savings intentions in the next year.

About WTDirect

Founded in 2006, WTDlrect is a division of Wilmington Trust
FSB, offering a smart way for discerning clients to manage
larger deposits online with superior, personailzed service.
WTDirect's signature product, an online high yield savings
account, features a consistently high interest rate,
personalized service with a "human touch” and greater
protection when it comes to online saving. WTDirect and
Wilmington Trust FSB are part of the Wilmington Trust family
of companies, which is one of the fargest personal trust
providers in the United States and includes the leading retail
and commercial bank in Delaware, founded In 1903. For
more Information, please call 1-800-WTDIRECT.
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Questions? Cali 1-800-WTDirect (or 800-983-4732) or email ClientCare@wtdirect.com.

© 2009 Wilmlngton Trust FSB. WTDirect Is a division of Wilmington Trust FSB. Baltimore, Maryland. Member FDIC.
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